Newspaper Strike 
Sparks Boom for 
Detroit Radio-TV 


Detroit, Dec. 8—No break was 
seen in the strike that has closed 
Detroit’s three major daily news- 
Papers since Dec. 1 when the ster- 
eotypers’ union struck at the ex- 
piration of its contract. 

Despite the shutdown of the pa- 
pers, the Retail Merchants Assn. 
said a survey indicated that this 
year’s Christmas business in De- 
troit was running slightly ahead 
of the record 1954 level. 

Charles Boyd, association sec- 
retary, said this was true of the 
over-all picture, but said some 
lines that depend largely on pro- 
motional efforts had been serious- 
ly hurt. 


® Television and radio have been 
swamped with local advertising 
and have cut back drastically on 
network programs to accommodate 
the local merchants. American 
Broadcasting Co., for example, re- 
ports that its owned stations in De- 
troit (WXYZ and WXYZ-TV) 
have increased their business 25% 
during the strike—and that both 
have stepped up news coverage. 

In other strike side-effects, sub- 
urban newspapers are running ra- 
dio-tv program listings for the 
first time, and the radio-tv stations 
are printing a daily mimeo sheet 
of news, which is distributed in 
the menus of Cunningham drug 
stores. 

Members of the American News- 
paper Guild have been publishing 
the Detroit Report, an eight-page 
ad-packed daily of 100,000 copies. 
It could have been much larger 
except for the lack of newsprint. 


ws The Detroit Times and Free 
Press laid off all workers, while 


(Continued on Page 97) 
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WHICH TRIPLET WEARS THE GM?—AIl three. Fisher Body division, Gen- 

eral Motors Corp., uses this spread in the Dec. 10 Saturday Evening 

Post to push “work wagons” made by three GM divisions, Chev- 

rolet (top, left), Buick (bottom, left) and Pontiac. Kudner Agency 
handles the Fisher account. 


FTC Acts to Cut Co-op Ad ‘Inequities ; 
Cites Drug, Grocery, Corsetry Fields 


WASHINGTON, Dec. 8—The Fed- 
eral Trade Commission’s growing 
concern over the abuse of cooper- 
ative advertising arrangements has 
been evidenced in the past few 
days by at least three major ac- 
tions. 

Many months ago commission 
representatives told congressional 
appropriations committees that 
widespread investigations of abus- 
es of cooperative advertising ar- 
rangements are under way. Re- 
cently complaints have been issued 
in the drug and grocery trades 
charging that promotion benefits 
are supplied to some big custom- 
ers, but not to others. 

Of even greater potential sig- 
nificance, however, was a ruling 
which was issued without fanfare 
last week specifying that compan- 
ies which use co-op advertising 
are expected to see that the money 
is properly spent, so that it does 


Total Expenditure 


in Outdoor May 


Hit $283,000,000 by ‘65: Williams 


Cuicaco, Dec. 7—An optimistic 
view of the future of outdoor ad- 
vertising was taken by members of 
the industry attending the 58th 
annual convention of Outdoor Ad- 
vertising Assn. of America, which 
closed here today. 

A near-record throng of plant 
owners from all over the U.S. heard 
various speakers from the industry 
and outside of it forecast gains for 
the outdoor medium. The general 
feeling among delegates was that 
national outdoor ad volume would 
continue to increase as it has 
steadily since 1945. 

Under Secretary of Commerce 
Walter Williams predicted that to- 
tal U.S. advertising expenditure by 
1965 would reach $12.4 billion, an 
increase of $4.2 billion—50% above 
the 1954 level. 

This would mean that the out- 
door industry should be a $283,- 
000,000 industry in 10 years, Mr. 
Williams said, if the industry holds 
its relative position among ad 
media. This figure would represent 
a $96,000,000 increase in national 


and local outdoor volume—51% 
above ’54, he said. 


® Although advertising expendi- 
tures have shown a four-fold in- 
crease since 1939, Mr. Williams 
said, dollar advertising volume to- 
day is not substantially above the 
prewar level in relation to total 
personal disposable income or total 
personal consumption expendi- 
tures. 

“To me it is a serious question 
whether today’s volume of adver- 
tising is sufficient to stimulate the 
sustained high rate of expansion 
implied in our goal of a $540 bil- 
lion economy,” Mr. Williams said. 
“Remember, that goal calls for a 
boost in national output of 40% 
and a similar boost in personal 
consumption expenditures, accom- 
panied by a rise of 50% in per- 
sonal disposable income. As in- 
comes increase, an enlarging pro- 
portion of spending becomes dis- 
cretionary or postponable.” 

An expanding economy may re- 

(Continued on Page 84) 


not remain in the pocket of the 
dealer who obtains the assistance. 

This new instruction is spelled 
out in two footnotes in trade prac- 
tice rules just issued for the corset, 
brassiere and allied products in- 
dustry. 


® And it is likely to be the open- 
ing wedge for future investigation 
of other co-op abuses, particularly 
the situations where large retailers 
pocket portions of the co-op allot- 


(Continued on Page 4) 


Earle Ludgin & Co. 
Is Named to Handle 


Heileman Brewery 


La Crosse, Wis., Dec. 8—G. 
Heileman Brewing Co. has named 
Earle Ludgin & Co., Chicago, as its 
new agency, effective Feb. 1, 1956, 
Ralph T. Johanson, Heileman’s 
president, told AA today. 

The company’s 1956 ad budget 
will be considerably larger than 
this year, Mr. Johanson said. About 
60% of Heileman’s advertising— 
for Heileman’s Old Style Lager 
and Special Export beers—will be 
spot tv, 20% in newspapers and 
the remaining 20% in outdoor and 


(Continued on Page 96) 
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Harsh Words Over Soft Drink... 


Issues Are Cloudy as 
Pepsi and Biow Split 


New Nielsens Show 
Average as Well as 
Total TV Audiences 


New York, Dec. 8—Partly at the 
suggestion of CBS Television, A. 
C. Nielsen Co. this week started 
giving equal prominence to total 
audience and average audience 
ratings in its network pocketpiece. 
The report also includes homes 
reached on an average audience, 
as well as a total audience, basis. 

The TA or total audience rating 
is what used to be called Nielsen 
rating covering the audience “to 
all or any part of the program” 
(excluding only the one-through- 
five-minute viewers). The average 
audience rating reports (AAs) the 
audience during the average min- 
ute of the program. AAs previously 
had been included in the Nielsen 
index booklet, but in much smaller 
type than the total audience rating. 
And it was the TAs that got the 
publicity treatment through the 
published “Top Ten” shows for 
ratings and homes reached. 

Effective with the report cover- 
ing viewing for the first two weeks 
in November, Nielsen has released 
four lists of network “Top Ten” 
tv shows—(1) total audience rat- 
ings, (2) homes reached on that 
basis, (3) average audience rat- 


(Continued on Page 96) 


Some Sources Feel That 
Similarity of Philip: 
Morris Ads Led to Move 


New York, Dec. 8—The Pepsi- 
Cola Co. announced this week that 
it was dropping Biow-Beirn-Toigo 
as its agency, and thereby touched 
off the weirdest series of state- 
ments, counter-statements and 
“explanations” surrounding an 
agency switch that has been seen 
in many a year. 

The sudden decision by Pepsi to 
move its $8,000,000 account out of 
the B-B-T shop followed by less 
than two months the decision of 


Milton Biow 


John Toigo 


the nation’s No. 1 soft drink com- 
pany, Coca-Cola, to move its $15,- 
000,000 in billings from D’Arcy 
Advertising to McCann-Erickson. 
Despite the attendant confusion, 
the following facts seem clear: 
1. The seven-year relationship 
(Continued on Page 93) 


Sheaffer Says It Dropped Fair Trade 
So It Could Get into Discount Houses 


Fort Mapison, IA., Dec. 8—Dis- 
count houses and other large mer- 
chandisers lost no time this week 
in putting Sheaffer pens on their 
counters. 

This is exactly the effect W. A. 
Sheaffer Pen Co. had in mind 
when it announced over this last 
weekend that it is dropping its fair 
trade price policy (AA, Dec. 5). 

Sheaffer is the second large 
manufacturer in recent months to 


Last Minute”’"News Flashes 


Helbros Watch Co. Names Erwin, Wasey 


New York, Dec. 9—Helbros Watch Co. has appointed Erwin, Wasey 
& Co., New York, to handle its advertising, effective immediately. The 
company plans increased advertising via magazines and tv. The ac- 
count formerly was handled by Albert Weisberg Advertising, New 
York. 


FTC Gets Go-Ahead on ‘Farm Journal’ Case 


PHILADELPHIA, Dec. 9—After hearing the commission’s case against 
the merger of Farm Journal and Country Gentleman, Federal Trade 
Commission hearing examiner Frank Hier has turned down a motion 
to dismiss the complaint and has ordered Farm Journal to be ready 
to prepare its defense beginning on Dec. 19. 


Muller, Jordan & Herrick Agency Is Formed 


New York, Dec. 9—A new agency, Muller, Jordan & Herrick, spe- 
cializing in sales promotion and visual programs, has been formed by 
Frank B. Muller, John T. Jordan and William F. Herrick. All are 
former members of the advertising and sales promotion department 
of General Electric Co. The agency is located at 235 E. 50th St. 

(Additional News Flashes on Page 97) 


drop its fair trade restrictions. 
Earlier, Westinghouse Electric 
Corp. stopped its price-mainten- 
ance practices (AA, Sept. 5). 

For the past two years the com- 
pany has militantly policed its fair 
trade policy with law suits and in- 
junctions. At one point it hired 
two detective agencies and a shop- 
ping service to track down retail- 
ers violating its fair trade con- 
tracts. 


® All in all, it dropped 680 deal- 
ers, started legal proceedings 
against 397, obtained 39 injunc- 
tions and got price-maintenance 
contracts from 210 retailers faced 
with law suits. This vigorous pur- 
suit of a policy cost it $1,000,000 
in an 18-month period, Sheaffer 
reported. The $1,000,000 included 
loss of business and the cost of 
buying back pens from discount 
houses as well as legal expenses. 

About two months ago, Sheaffer 
eased its rigid policy, announcing 
that it would allow retailers to sell 
below the fair-traded price on 
some items where the higher price 
“hindered” the retailers’ merchan- 
dising (AA, Oct. 10). 


® This week Sheaffer quite frank- 

ly and unembarrassedly explained 

the rationale behind its reversal 
(Continued on Page 8) 
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ANA Statement to Members ‘Clarifies’ 


Group's Position on Anti-Trust Suit 


New York, Dec. 7—The Assn. | 
of National Advertisers this week | 
issued a policy statement on the | 
subject of agency compensation. 
ANA said it is not for or against 
the 15% commission but it is def- 
initely for a written contract 
which spells out “meticulously” 
the relationship between an adver- 
tiser and its agency. 

The ANA policy was enunciated 
in a letter to members by Paul B. 
West, ANA president. It follows 
one month after its legal counsel, 
Gilbert Weil, urged advertisers to 
make individual deals with their 
agencies, including extra compen- 
sation or rebates, if necessary (AA, 
Nov. 7). Mr. West told members he 
was issuing this statement “be- 
cause of some published interpre- 
tations and implications” resulting 
from Mr. Weil’s talk before th: 
annual ANA meeting. 

ANA was a vigorous opponent of 
the 15% commission system 20 
years ago and has never publicly 
repudiated its stand. Mr. West now 
says ANA “has taken no position 
for or against the continuance of a 
15% commission as a basic method 
of compensation.” However, he 
also says: “It is generally ac- 


Dallas Post Office, 
Retailers Join in 
‘Shop Early’ Drive 


Da.tas, Dec. 6—The understand- 
able desire of the post office here 
to get people to mail their Christ- 
mas packages early led to an un- 
usual tie-in between the govern- 
ment agency and downtown Dallas 
merchants last week. 

The Dallas post office began a 
“Shop Early—Mail Early” cam- 
paign, and invited Dallas retailers 
to join in. In effect, the post office 
offered to deliver special “Shop 
Early” mailing promotions free to 
Dallas residents. Downtown retail- 
ers got into the picture through 
Dallas Unlimited, an organization 
set up by the merchants to get 
Dallas shoppers to do their buying 
downtown. 


® Tracy-Locke, agency for Dallas 
Unlimited, designed two mailers, 
each urging consumers to do their 
shopping early, while the best se- 
lections are available and to mail 
their gifts early to make sure they 
get to recipients in time for Christ- 
mas. 

The two mailers were in tradi- 
tional Yule red and green, and 
were graced with a young, sophis- 
ticated shopper which has been 
adorning Dallas Unlimited outdoor 
posters. The message was signed, 
“Your Postman.” 

Some 440,000 of these mailers 
were delivered to every mailing 
address in Dallas by postmen on 
their routes. The first mailing was 
delivered Nov. 22, the second, on 
Dec. 1. 

In addition, radio spots were 
used, the time being donated by 


the stations. 


knowledged that the 15% commis- 
sion method for agency services 
has served advertisers and adver- 
tising well over the years.” 


= Mr. West adds that the matter 
of agency compensation has be- 
come a “problem” because of the 
increase in advertising volume and 
the expansion of agency services. 
He reports that ANA members are 
“increasingly” finding that “the 
most effective approach to the 
problem” is a “carefully thought- 
through working agreement.” 

Mr. West characterizes such an 
agreement as one that specifies the 
kind of services to be provided by 
an agency and that covers “the ex- 
tent to which the cost of the spe- 
cified services may be covered by 
the customary commission ar- 
rangement, or the extent to which 
other considerations might bear on 
the subject.” 

In other words, Mr. West seems 
to be saying what Mr. Weil said— 
that advertisers and agencies must 
work out their relationships by in- 
dividual negotiations, the compen- 
sation to be determined by the 
services required by an advertiser. 


® George E. Mosley, v.p. of Sea- 
gram-Distillers Co. and _ vice- 
chairman of ANA, told AA the 
policy statement was issued to 
clear up misunderstandings about 
the association’s position on the 
15% commission system. He said 
the trade press was responsible for 
these misunderstandings. “We 
don’t care whether an agency gets 
(Continued on Page 77) 


Flashers Are Ruled 


Illegal in Houston 


Houston, Dec. 6—Flashing ad- 
vertising lights, which have en- 
joyed popularity here for several 
months, must go, Will Sears, city 
attorney, ruled last week. 

The rotating beams are used to 
flash an attention-getting bright 
light around at restaurants, filling 
stations, auto sales lots, appliance 
stores and many other kinds of 
business in Houston. 

Mr. Sears said the lights violate 
state traffic laws, and both owner 
and installer of the lights may be 
prosecuted and subjected to fines. 

“It does not matter that a light 
may not be red, green or amber,” 
Mr. Sears explained. “If it is flash- 
ing intermittently and so posi- 
tioned as to attract the attention 
of drivers...it is an imitation or 
resembles an official traffic con- 
trol device.” 


Richmond TV Gets Channel 

The Federal Communications 
Commission has awarded Channel 
12, Richmond, Va., to Richmond 
Television Corp., comprising 
WRVA and a group of theaters in 
Richmond. Richmond Newspapers, 
the losing applicant, was passed 
over, said FCC, chiefly because of 
its newspaper publishing activities 
in the area. 


ae 


CHRISTMAS CHARM—Sophisticated shopper in mailing prepared by 


Dallas merchants and distributed by the Dallas post office urges 
shoppers to do their Christmas shopping and mailing early. 


Advertising Age, December 12, 1955 


Power 


Moore 


Simmons 


HAPPY TRIO—Garry Moore is all smiles over his new sponsor for his 
daytime CBS-TV show. Flanking him are William G. Power, ad 
manager, Chevrolet Motor division, and J. E. Simmons, Chevrolet’s 


Atlantic coast regional manager. 


The car maker is sponsoring 15 


minutes of the program on Wednesdays and is said to be the first 
major automotive company to air a regular network daytime series. 


TV Networks 
Income Doubled 
in 54, FCC Says 


WASHINGTON, Dec. 6—Tv began 
paying off for the networks in 
a big way in 1954, according to 
tabulations for last year finally 
issued by the Federal Communi- 
cations Commission (AA, Dec. 5). 

The data was collected by the 
commission early in the year, but 
was released only last weekend. 
It showed that four tv networks 
and their 16 owned tv stations 
made $36,500,000 before taxes, 
compared with $18,000,000 in 
1953. 

At the same time, network in- 
come from radio declined from 
$9,400,000 in ’53 to only $7,500,000 
in ’54, 

The FCC report showed that 
revenues of the broadcasting in- 
dustry—radio and tv—passed the 
billion dollar mark in ’54 for the 

(Continued on Page 99) 


Kraft Promotes a 
Ball (Popcorn Type) 
in Caramel Drive 


Cuicaco, Dec. 7—Caramel pop- 
corn balls will get a healthy push 
with an intensive campaign start- 
ing Jan. 29, Kraft Foods Co. an- 
nounced today. 

And for the no-sticky-fingers 
crowd, an added promotion gim- 
mick is a popcorn ball maker con- 
sisting of two plastic bells: The 
caramel popcorn is scooped into 
the two halves of the mold, the 
mold is pressed together, and— 
presto—a popcorn ball. 

Cooperating with the Kraft pro- 
motion, featuring a combination 
recipe of Kraft caramel sauce 
with popcorn, will be the Popcorn 
Institute and its members. The 
campaign will coincide with the 
peak period for popcorn sales. 


® The campaign will kick off with 
participation in NBC-TV’s color 
spectacular “Color Spread” on 104 
stations Jan. 29. Simultaneously, a 
four-color ad will appear in Puck 
—The Comic Weekly, followed by 
insertions in 83 newspapers, Met- 
ropolitan Sunday Newspapers, 
independent supplements and re- 
peats in Puck. 

Packaging and collateral plans 
include caramel popcorn recipe 
tabs on all 1 lb. bags of mixed 
caramels, a die-cut caramel pop- 
corn banner and a colorful store 
display piece featuring the popcorn 
ball mold. 

J. Walter Thompson Co., Chica- 
go, is the agency. 


Hires Plans Drive 
in ‘All Media’ for 
Root Beer in ‘56 


PHILADELPHIA, Dec. 6—Advertis- 
ing and merchandising expendi- 
tures will be expanded in the 
coming year to promote Hires root 
beer, Peter W. Hires, president of 
Charles E. Hires Co., told stock- 
holders in the company’s annual 
report. 

He also said that plans now are 
to expand the company’s advertis- 
ing department in 1956 in order to 
continue its expansion plans, an- 
nounced earlier this year (AA, 
Aug. 15), and to meet competition. 

Mr. Hires told ADVERTISING AGE 
that specific ad plans for Hires 
have not been completed as yet, 
but that greatly expanded pro- 
grams are being planned with 
“some new approaches in virtually 
all media.” N. W. Ayer & Son is 
the agency. 


® During the past two years the 
company has concentrated a great 
deal of its ad money cooperatively 
to help support licensed bottlers 
and dealers at the local level. He 
told stockholders that sales efforts 
will be still increased at the local 
market level. 

The annual report showed the 
company enjoyed its best earnings 
since 1951 in the fiscal year ending 
Sept. 30. 


® Net income for the year rose to 
$395,976 from $353,633 the previous 
fiscal year. 

Net sales for the last fiscal year 
also rose slightly from $9,657,669 
to $10,111,045. Cost of sales, which 
included selling, advertising and 
delivery, also increased slightly 
from $8,372,564 to $8,757,652 over 
the previous fiscal report. 


KRAFT __ 
CARAMELS 92 Span 


> PRESTOS 
83 B setowes corsene! 
pepror dali! 


prey 
5) /-~ ~ GET A KRAFT CARAMEL POPCORN BALL MAKER 
AND POPCORN : 


PRESTOI—A feature of Kraft Food 
Co.’s forthcoming caramel promo- 
tion is a mold for popcorn balls. 
Shown here is a store banner, 
part of the material for the cam- 
paign, which starts Jan. 29. 


Kefauver Blasts 
Admen as ‘GOP 
Fog Generators’ 


New York, Dec. 6—A charge 
that “a few giant corporations” use 
their advertising dollars “to mani- 
pulate public opinion and put 
over the Republican ‘message’ ” 
through newspapers, magazines, 
radio, tv and outdoor, was leveled 
here Sunday by Sen. Estes Kefau- 
ver (D., Tenn.). 

“It’s not always easy to spot this 
attempt to mold public opinion 
the Republican way,” he told the 
annual convention of the Interna- 
tional Labor Press of America. 
“Ordinarily the ‘message’ goes 
under the guise of so-called ‘insti- 
tutional advertising.’ 

“Now, apparently,” the senator 
added, “the corporation v.p.s who 
control the advertising budgets 
are dropping subtlety in favor of 
the blockbuster approach. They 
have apparently instructed the 
Madison Ave. types with the gray 
flannel ethics to unlimber the 
heavy armament. 


= “One week ago, for example, one 
of the largest metal combines in 
the world sponsored an hour-long 
dramatic television program on a 
coast-to-coast network, which was 
loaded with big business propa- 
ganda from first to closing line and 
extended even to the type-casting,” 
he said. 

“This presentation, which pur- 


(Continued on Page 6) 


Ziv Lambasts Free 
Plugs in TV Films; 
Vows to Use None 


HOLLYwoop, Dec. 6—Frederic W. 
Ziv, board chairman of Ziv Televi- 
sion Programs, yesterday ripped 
into tv films that contain free 
plugs. He promised the industry 
that advertisers buying present or 
future Ziv tv film programs will 
find them “plug-free.”’ 

Mr. Ziv said he was taking his 
stand in light of what he termed 
“a dangerous trend among tv pro- 
ducers to trade the valuable televi- 
sion time of advertisers for the 
questionable bargains of ‘planted’ 
products and services not sharing 
in the program’s costs, talky back- 
stage visits with movie moguls or 
clips from non-tv films and free 
rides on major scheduled airlines.” 

“We feel that a major part of 
our responsibility to the tv audi- 
ence and to our television clients 
lies in not trading away entertain- 
ment values,” he said. “There’s no 
such thing as a ‘legitimate way’ to 
sneak free plugs into tv shows, 
syndicated or network. 


# “A producer’s primary job is to 


deliver an entertaining, top quality 
advertising vehicle. This cannot 
be done properly if you strike bar- 
gains with various interests who 
look on television as a great ex- 
\ploitation, not advertising, me- 
dium.” 

Mr. Ziv said it is time the tv in- 
dustry and the film companies 
draw a clear line on what is, and 
what is not, an allowable tv com- 
mercial. 

“If we continue to avoid a clear 
| definition, tv may find that what 
has become the nation’s biggest 
advertising medium is being played 
for a billion dollar sucker—one 
that permits itself to lure audi- 
ences away from tv sets and into 
theaters and to surrender a power- 
ful advertising potential to pro- 
mote ‘free riding’ products and 
services actually spending a frac- 
tion of tv rate card prices,” Mr. 
Ziv said. 
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Cunningham & Walsh 
Virtuosi Are Clerks, 
Admen—Artists Too 


New York, Dec. 6—What do ad- 
vertising artists do in their off- 
time? Answer: They paint. 

That many of them turn a fine 
brush will be no surprise to any- 
one who visited the art exhibition 
held from Nov. 21 to Dec. 2 at the 
Madison Ave. offices of Cunning- 
ham & Walsh. 

It was an impressive demonstra- 
tion of the wealth of talent avail- 
able to a bigtime ad agency. 

The exhibition is an annual af- 
fair at Cunningham & Walsh. The 
agency’s artists are encouraged to 
display the non-commercial pieces 
done in the quiet of their off hours. 
No prizes are given, but the paint- 
ings can be purchased. 

If it does nothing else, the ex- 
hibition serves to alert the agency’s 
own staff to the hidden talent in 
the shop. 


® The art directors report trium- 
phantly that it is the copywriters 
who are always most surprised at 
the quality of the exhibit. 

This year’s exhibition was a 
varied one, ranging from Cape Cod 
water colors to contour drawings. 
It included some abstract and 
cubist works. Represented in the 
show were 32 artists, including 
Ned Irish, a C&W copywriter by 
trade. 

All told, they exhibited 69 works. 

The exhibition also brought to 
light a schism in the art depart- 
ment. A pro-photography group, 
led by art director Howard Wilcox, 
wanted to include photographs in 
the exhibition. But the art “pur- 
ists” vehemently rejected this idea 
and consented only to allow the 
photographs to be displayed on a 
wall just outside the exhibition 
room. 

Represented in the exhibition 
were: Warren Aldoretta, William 
Allen, Stephen Baker, Leslie Beat- 
on, John Betz, Albert Braunwarth, 
_ Tony Chevins, Richard Cole, John 
Forzaglia, William Frazer, Eric 
Gurney, Lee Hackworth, Charles 
Hagn, Gerald Hales, George Hig- 
gins, Tweed Hunter, Ned Irish, 
Reeve Limeburner, LeRoy Madi- 
son, Joseph McDonough, Henry 
McIver, Joseph Messner, William 
Miller, Howard Munce, Edward 
Palmer, Richard Preyer, Albert 
Puntelli, Frederick Siemsen, Sam 
Shoulberg, Dorothy Teracina, Ciro 
Tesoro and Howard Wilcox. 


‘Did You Miss Your 
Paper?’, Reps Ask 
Detroit Auto Moguls 


Detroit, Dec. 7—“Did you miss 
your newspaper?” 

About 120 automotive advertis- 
ers in the Detroit area, including 
people like Henry Ford II and Tex 
Colbert, president of Chrysler, 
were asked this pertinent question 
Sunday morning. 

The point? The Detroit chapter 
of the American Assn. of Newspa- 
per Representatives, unhappy over 
the strike which shut down all 
three of the city’s dailies, never- 
theless decided to make promo- 
tional capital out of the strike, and 
point out the importance of the 
daily newspaper at the moment 
when its lack was especially 
noticeable—on Sunday morning. 


® So heads of automobile compa- 
nies, general sales managers, ad- 
vertising directors, agency account 
executives and agency media di- 
rectors got the “Did you miss your 
newspaper?” letter by special de- 
livery on Sunday morning, at 
their homes. 

“Fifty-five million other people 
in the United States spent three 

(Continued on Page 80) 


AFTER HOURS—Shown here are three of the 69 works from the Cun- 
ningham & Walsh art exhibition. From left to right, they are: “Art 
Student,” by Howard Wilcox; “Three No Evils,” by Ned Irish; and 
Stephen Baker’s “Still Life,” a humorous view of life in New York. 


Radio, TV Stimulate Interest, Fans Feel; 
But Baseball Attendance Is Still Hurting 


Cuicaco, Dec. 7—Organized 
baseball is not really organized. Its 
attendance is rising in the major 
leagues, but it ought to be doing 
better in competition with other 
entertainment media. It needs 
skilled help in such areas of con- 
flict as broadcasting of games, 


Morning TV Brings 
No Profits; Bangor 
Station Drops It 


Bancor, Dec. 8—WABI-TV is 
through with morning program- 
ming for a while. 

The pioneer Maine station dis- 
continued its forenoon NBC sched- 
ule as of last Monday (Dec. 5). 
The station had been waking up 
with Dave Garroway and “Today” 
at 7 a.m., EST. The telecasting day 
now begins at 1 p.m., with NBC 
and ABC providing network serv- 
ice. 

“We decided a year ago we 
would explore the possibilities of 
morning television—explore it to 
the extent of audience interest and 
sponsor support,” Leon P. Gorman 
Jr., general manager of WABI-TV, 
said. “It is our conclusion that at 
this stage in television’s develop- 
ment there is no justification for 
us to continue any further with 
this experiment.” 


® Mr. Gorman is convinced that 
no station in a city as small as 
Bangor is operating profitably in 
the early daytime hours. WABI- 
TV claims coverage of 88,670 tv 
homes. 

“Within a year or two, tv ex- 
ecutives may find a way or may 
devise a technique that will make 
early daytime telecasting a suc- 
cessful venture. But to date this 
problem has not been solved,” the 
telecaster said. 

Bangor’s other tv station, WTWO, 
is the CBS outlet and starts its 


program day at 7 a.m. 


public information, player negotia- 
tion, and legislative action. 

These are some of the conclu- 
sions to be drawn from an exhaus- 
tive report on the present state of 
baseball made for Commissioner 
Ford Frick’s office by Stephen 
Fitzgerald & Co., New York public 
relations consultant, and summar- 
ized in a release issued during the 
major league meetings here this 
week. 

Of basic interest to the advertis- 
ing business is the report’s finding 
that radio and tv have increased 
fan interest. Some 69% of those 
interviewed said that radio broad- 
casts and an equal number for tv 
have increased their interest in the 
game. Among newspaper men, 86% 
feel that radio has increased fan 
interest, while 77% feel the same 
way about tv. 


® Minor league baseball execu- 
tives feel tv builds interest, but 
only in major league ball, to the 
detriment of minor clubs. The 
study suggests that baseball ought 
to hire a qualified broadcasting 
executive for the commissioner’s 
staff. 

The report concludes that tele- 
casts hurt baseball attendance, but 
hedges on the extent, and says 
flatly that insofar as dwindling 
minor league gates go: “Statistics 
do not indicate that it is the tele- 
casting of baseball alone which is 
the cause...” 

The report finds that baseball 
executives like the idea of toll 
television, and a poll of baseball 
fans in 13 states shows they would 
support it for baseball. The report 
recommends that baseball’s posi- 
tion on toll tv be presented strong- 
ly to the Federal Communications 
Commission. 


= However, a study of the appen- 
dix of the report shows that a good 
many fans took violent exception 
to pay television. Illinois Bell 


(Continued on Page 20) 


Model Sues for $500,000 Over Re-Use 
of Book-in-Bed Photo by Springmaid 


(Picture on Page 94) 

New York, Dec. 7—Mary Jane 
Russell, one of New York’s lead- 
ing high-fashion models, and her 
husband, Edward T. Russell, an 
account executive of Doyle Dane 
Bernbach Inc., have initiated a 
$500,000 libel action here, charg- 
ing that a photograph for which 
Mrs. Russell posed was altered by 


More Ad Dough 
Will Flow in 
‘56 for Old Crow 


New York, Dec. 7—National 
Distillers Products Corp. will in- 
crease its advertising in all media 
during 1956 for Old Crow bourbon 
whisky. 

Starting the third week in Jan- 
uary the company will use 1,000- 
line ads three times a month in 
540 daily newspapers, and will in- 
crease its use of painted spectac- 
ulars and 24-sheet posters from 
five markets to 40. It also will in- 
crease the frequency of its inser- 
tions in a selected list of national 
magazines. 

Although the magazine schedule 
has been cut from ten to five pub- 
lications, four-color pages will be 
used on a minimum monthly basis 
in Collier’s, Esquire, Life, News- 
week and Time. 


® Outdoor postings will be heav- 
ily concentrated in Arkansas, Cali- 
fornia, Louisiana, Texas and other 
southern and southwestern mar- 
kets. 

The company estimates that 
sales of Old Crow, both 86 and 
100-proof, for 1955 will total 2,- 
000,000 cases, compared with 1,- 
250,000 cases sold in 1954. National 
Distillers anticipates a substantial 
sales increase in 1956, and says its 
figures indicate that Old Crow is 
now leading other straight bour- 
bons by about 50% in most major 
bourbon markets. 

Lawrence Fertig & Co. is the 
agency. 


Duraclean Names Roberts 

Duraclean Co., Deerfield, [IIl., 
maker of Duraclean and Dura- 
proof, has appointed R. Royce Ro- 
berts advertising manager. For- 
merly with Bozell & Jacobs and 
prior to that with Ruthrauff & 
Ryan, Mr. Roberts succeeds L. J. 
Gultch. 


Oppelt to ‘Family Weekly’ 

Family Weekly, Chicago, color- 
gravure Sunday supplement, has 
appointed Laurence E. Oppelt to its 
sales staff. Mr. Oppelt formerly 
was with American Home for two 
years and with Dell Publishing Co. 
for 15 years. 


Springs Cotton Mills and used in 
an ad which the plaintiffs say sug- 
gests obscenity. 

Defendants in the action, in ad- 
dition to Springs Mills, are: Mar- 
boro Book Shops Inc., original 
user of the picture; Friend-Reiss 
Advertising, Marboro’s agency; 
Cc. L. Miller Co., Springs Mills’ 
agency; and the Ladies’ Home 
Journal, Look and Promenade, the 
three magazines which carried the 
Springs Mills ad with the re- 
touched picture. 

Mrs. Russell says she posed for 
the picture on Dec. 17, 1954. It 
shows her in bed with a man; both 
are reading books, and books are 
piled all around them. Marboro 
used the picture to promote its 
book club in an ad headlined, “For 
People Who Take Their Reading 
Seriously.” It ran as a full page in 
the Jan. 23 New York Times and 
as a spread in the April 21 Re- 
porter. 


a Mrs. Russell alleges that on May 
26 Marboro sold the picture for 
$200 to Springs Mills. It turned up 


(Continued on Page 94) 


In 120 Days, Ads 
Doubled Volume of 
Rail Credit Cards 


CuHIcaGo, Dec. 6—How a modest 
advertising campaign doubled the 
number of its rail travel credit 
cards in circulation in four months 
was recounted this week by the 
Rail Travel Credit Agency, Chica- 
go. 

Since approximately Aug. 1, 
when the ads introduced a new 
rail travel card, the number of 
cards in circulation jumped from 
110,000 to more than 220,000 and 
the number of companies holding 
credit cards rose from 26,000 to 
more than 50,000, RTCA reported. 

Railroad credit card holders are 
buying more than $1,000,000 worth 
of passenger service monthly, said 
Earl B. Padrick, RTCA chairman. 
“We expect to reach the $2,000,000 
mark very shortly.” 

Ads for the new rail travel card 
ran only during late July and early 
August in Business Week, News- 
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Highlights of This Week's Issue 


Canadian drys protest “bootleg” 
beer commercials via U. S.|! 
A a es ee Page 22 

NBC-TV signs 21 sponsors for its. 
program extension plan Page 23, 

Fenn College, Cleveland business 
school, publishes finances 
ad 

Uses of glass containers will reach 
new high in ’°56, Merrifield 
0 ae ee Page 33 

Chicago Defender, Negro weekly, 
will go daily 

CBS Radio gets back Lever as 
sponsor, loses Revlon ..Page 36 

Budweiser introduces new, slim 
can for women buyers . . Page 37 

Clarence Francis, forme: General 
Foods chairman, is honored by 


Ad Council 
Vacuum cleaner sales will go up 


25% in ’56, manufacturers 
told 


North Carolina warns outdoor op- 
erators not to cut trees Page 39 


in Calvert advises holiday drinkers on 


drink-mixing tricks ....Page 40 
Outdoor ads along St. Lawrence 
River will be controlled by New 
York State 
Newspapers, radio spots are being 
used by Washington State Dairy 
Commission 


CO Ee Page 38 | 


three-stage planning .. 
Raytheon will 
to promote 
dios 
Red & White to add 300 stores in 
Southeast in 1956 ....Page 60 
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Looking at Radio & TV 
Looking at Retail Ads ooo... 
On the Merchandising Front 
Photographic Review 
Rough Proofs 
Salesense in Ads 


This Week in Washington 
Voice of the Advertiser 
What They're Saying 
You Ought to Know 


scribing the new card was sent to 
railroad ticket agents across the 
country. 

Total cost of the advertising 
campaign, including the brochure, 
was $34,300, Mr. Padrick said. 
Reincke, Meyer & Finn, Chicago, is 
the RTCA agency. 
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Shamrock Foods to F&S&R 
Shamrock Foods Inc., Evanston, 

Ill., has appointed Fuller & Smith 

& Ross, Chicago, to handle its ad- 


vertising. The company imports 
and distributes specialty foods 
such as pimento, tuna fish, okra, 
onions and tomato juice. 


cover Latin America’s $700 million beverage market 
with your full sales story in Spanish, through new 


Bebidas 


CATALOG 
FILE! 


maher 
® yablnation 


Write for brochure giving 
all the exciting facts! 


THE CANTERBURY PRESS 2001 Calumet, Chicago 16, Il. 


Down Beot—Covuntry ond Western Jomboree—Record Whirl—Up 
Beot— Music—Beverages—Roadio y Articulos Electricos—Bebidos— 
lo Farmacia Moderna—La Tiendo—Elaboroaciones y Envoses— 


New BEBIDAS Catalog File is the first and 
only low cost effective means of placing your 
promotional material .. . your catalog sheets 
...» your full sales story, in Spanish, right on 
the desks of Latin America’s 8,000 key bev- 
erage industry buyers! A handsome, hard- 
back book, used all year. Issued in April... 
act now for best position in 1956. 


publishing since 1934 Rodio y Articulos Electricos Cotolog File—Bebidos Annvol Directory 


(Continued from Page 1) 
ment because of their ability to 
buy newspaper advertising at max- 
imum discount. 

The drug industry complaints 
are significant only in the sense 
that they reflect the commission’s 
determination to check up on the 
operations of co-op advertising 
systems. A trade practice code 
spelling out acceptable advertising 
allowance and promotion benefit 
systems for the drug and cosmetics 
industry was issued in 1951. 

But FTC heard reports of wide- 
spread violations. Following an 
industrywide investigation, FTC 
in mid-November issued com- 
plaints against four major com- 
panies, together with notice that 
other complaints are being con- 
sidered. 

The new drug cases involve El- 


Miss KRON-TV 
offers 


a Well-Filled Stocking* 


over 4 million © (¥igm 


people in 
Northern 


California 


*1954 Retail Sales 
$5,158,223,000 — 
greater than in any 
one of forty states. 


AFFILIATED WITH THE S. F. CHRONICLE 
WMD THE WEC-TY NETWORK ON CHANNEL 
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Represented Nationally 
by Free & Peters, Inc. 


No. 8 in the series, “What 
Every Time Buyer Should 
Know About KRON-TV" 
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FTC Acts to Cut Co-op Ad ‘Inequities’; 
Cites Drug, Grocery, Corsetry Fields 


mo Ine., Philadelphia; Hudnut 
Sales Co., New York; Helena Ru- 
benstein Inc., East Hills, Long Is- 
land, and Yardley of London, New 
York. 


® In these cases FTC charges that 
demonstrator service and advertis- 
ing allowances were offered only 
to favored customers, or on terms 
which prevented smaller custom- 
ers from obtaining any assistance. 

The grocery cases, which were 
announced a few days later, have 
attracted particular attention, 
however, because they represent 
an effort by the commission to 
clarify its right to proceed against 
retailers who allegedly “induce” 
suppliers to give discriminatory 
prices and benefits. 

In these cases two big East Coast 
supermarket chains—Food Fair, 
of Philadelphia, and Giant, of 
Washington—are accused of know- 
ingly soliciting advertising allow- 
ances which were not available to 
competitors. FTC also filed com- 
plaints against 11 suppliers who 
agreed to go along with “anniver- 
sary celebrations” promoted by the 
two chains. 

FTC’s complaints against the 
suppliers rely on provisions of the 
Robinson-Patman Act which spe- 
cify that advertising allowances 
must be offered to customers who 
sell in competition with each other, 
on proportionately equal terms. 


® While the commission’s authori- 
ty to control the distribution of 
advertising allowances by sup- 
pliers has been successfully estab- 
lished in a number of court cases, 
the complaint against retailers for 
soliciting benefits is plowing new 
—and highly significant—legal 
ground. 

Finding from past failure that 
the courts are reluctant to apply 
the Robinson-Patman Act against 
buyers, the commission is attempt- 
ing to “get” Food Fair and Giant 
under its general authority under 
the FTC Act to eliminate “unfair 
trade practices.” 

To some of the FTC people con- 
cerned with co-op problems, the 
grocery cases and the trade prac- 
tice rules for the corset industry 
are related steps in paving the way 


for widespread attacks on co-op 
abuses. 

FTC has been advised by the 
corset industry that co-op has been 
widely abused. One of the chief 
complaints is that some retailers 
buy newspaper space at local rates, 
while others must pay national 
rates. This differential enables part 
of the industry to pocket a portion 
of its co-op. 


® Since the commission’s authority 
to patrol the retailer is still un- 
certain, the rules try to get at the 
situation by putting more respon- 
sibility on the manufacturer. One 
footnote says: 

“Industry members giving ad- 
vertising allowances to competing 
customers must exercise precau- 
tion and diligence in seeing that 
all such allowances are used in ac- 
cordance with the terms of their 
offers.” 

The other provides this addition- 
al warning: 

‘When an industry member gives 
allowances to competing customers 
for advertising in a newspaper or 
periodical, the fact that a lower 
advertising rate for equivalent 
space is available to one or more, 
but not all such customers, is not 
to be regarded by the industry 
member as warranting the reten- 
tion by such customer or customers 
of any portion of the allowance for 
his or their personal benefit.” 

As some FTC people see it, this 
is a warning to manufacturers that 
they must not knowingly tolerate 
situations where they have reason 
to believe a distributor buys ad- 
vertising at such favorable rates 
that he is able to pocket the dif- 
ference. 


® Staff people concerned with this 
situation point out that there ap- 
pears to be a widespread practice 
in some industries of submitting 
fictitious billing for newspaper ads 
at maximum rates, and then ob- 
taining big quantity discounts after 
the account has been settled. 

While they believe the new rules 
make it clear that suppliers must 
not knowingly go along on this 
kind of deal, they would also 
like to be in a position to go after 
the buyers who participate in the 
arrangement. 

This is where the grocery cases 
fit into the picture, once FTC es- 
tablishes its right to proceed 
against buyers under the “unfair 
trade practice” provisions of the 
FTC Act. 


ADVERTISEMENT 


The 


ooeeeeees 


man from Cunningham & Walsh 


| 


United Press photo 


... Selling groceries 


Meet copy writer Ned Irish. 
Also meet grocery clerk Ned 
Irish. Yes, they’re one and the 
same. 


It’s a policy of our advertising 
agency for our writers, art direc- 
tors, account executives, and 
radio and TV people to work at 


a retail outlet at least one full 
week every year. 

We think this dual life of our 
creative people helps put more 
life into our advertising. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N. Y. 
MUrray Hill 3-4900. 
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It S Selective! Media people want to know a _ but over the years, these readers (10,000,000 strong) have been 
magazine’s audience before they buy. If you’re that type, let’s face | conditioned to believe in The American Magazine. Because they 


facts: The American is produced to appeal to the self-interests of believe in The American Magazine, they respond to its advertising! 
a young, successful family group. That’s why they spend an aver- If you want this select, responsive group of family readers— 
age of 2 hours and 58 minutes* reading The American Magazine. rather than a group of mere scanners—then the best place 
This group not only spends more time reading The American, for advertising your product is in The American Magazine. 


| The American Magazine... It moves goods because it moves people! 


*Simmons Study 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, N. Y. 19, N.Y. Publishers of The American Magazine, Collier's and Woman's Home Comvanion 
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Branham Adds 3 Stations 
Branham Co., Chicago, has been 
named to represent KDUB and 
KDUB-TV, Lubbock, Tex. These 
stations formerly were listed by 


Avery-Knodel. Branham also will 
represent KDUB-TV’s new sister 
station, KPAR-TV, Sweetwater- 
Abilene, Tex., which is due to 
start telecasting in mid-January. 


Schedule FORT WAYNE in ‘56 


ABC City Zone Population Now 159,790! 
13-county Market Population 488,500* 
Home delivered by The News-Sentinel and The Journal-Gazette. 
Area Retail Sales — $561,067,000* 
Area E.B.I. per family — $5,300* 


* Sales Management 5/10/55 
You can get your share of this growing 
market with a schedule in these newspapers. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel © tHe JouRNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


Kefauver Blasts 
Admen as ‘GOP 
Fog Generators’ 


(Continued from Page 2) 
ported to depict the trials and trib- 
ulations awaiting a big business 
man in Washington, was actually a 
very thinly veiled attack upon the 


motives and patriotism of the men | ® 


who have been elected to the Con- 
gress as representatives of the 
American people. 

“The program, apparently, was 
an attempt to renew the luster on 
the tarnished armor of the Knights 
of the Great Crusade. 

“Today, the advertisers of the 
country are spending $8 billion a 
year. That’s a lot more than we 
spend on education and 100 times 
more than we spend for our entire 


We extend our netic and Best Wishes to our 


MORE THAN 11,000 THOMAS REGISTER ADVERTISERS 


and to 


MORE THAN 1,600 ADVERTISING AGENCIES 


and to our Subscribers and other Friends who have 


helped us maintain our fabulous record with the 46th 


Edition of Thomas Register.. 


. Now on 


THOMAS 


the presses. 


REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 


461 Eighth Avenue, New York 1! 
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overseas information program to 
carry America’s story to the world. 

“As you know, a considerable | 
portion of that budget is contrib-| 
uted by a comparatively few 
major corporate accounts. It cer- 
tainly is no secret that the over- 


whelming bulk of that $8 billion | 7 


is in the hands of Republicans. 

“The power wielded by these 
few corporations through their 
Madison Ave. soap and halitosis 
men,” continued Sen. Kefauver, “is 
enormous.” 


“As a case in point, General 
Motors last year went so far as to 
pull its advertising from the 
sacrosanct Wall Street Journal for 
weeks on end. Why? Because even 
the Wall Street Journal wouldn’t 
edit every line of copy the General 
Motors way.” 

(The following two paragraphs 
were included in the prepared text 
of Sen. Kefauver’s speech, but were 
not delivered at the ILPA meet- 
ing: ) 

“With some noteworthy excep- 
tions, every major advertising 
agency on Madison Ave. is con- 
trolled by Republicans—either di- 
rectly or through the pressure of 
the Republican advertising dollar. 
The artful word merchants have 
been invited into the White House, 
the State Department and other 
agencies of government, bringing 
their box-top techniques to bear 
on matters of national and inter- 
national concern. 

“They have added a creamy new 
lather, a golden medical remedy, a 
new psychdlogical mass-selling in- 
gredient, to every package pro- 
duced by the Eisenhower admin- 
istration. And, of course, no 
package is complete without its 
sales slogan. 

“All this huckstering makes the 
function of the labor editors of the 
nation more vital today than ever 
before.” 


® The Tennessee senator said that 
“with more than 80% of the daily 
press and all major news maga- 
zines unabashedly Republican, you 
are having an increasingly respon- 
sible role as interpreters of our na- 


tional scene thrust upon you. We' 


liberal Democratic members of 
Congress know full well how im- 
portant a part you play in dispell- 
ing the Republican-generated fog 
which is obscuring the people’s 


DAVID T. SCHULTZ has resigned as 
senior v.p. and treasurer of Ray- 
theon Mfg. Co. to become president 
of Allen B. DuMont Laboratories, 
Clifton, N. J., effective Jan. 3. He 
succeeds Dr. DuMont, the compa- 
ny’s founder, who has moved up 
to chairman of the board. 


within their government.” 

He told the labor press repre- 
sentatives, “You are labor’s public 
relations men. You are labor’s an- 
swer to Madison Ave.” He added: 
“You can more than match shoddy 
slogans by stating labor’s case 
clearly, in new terms—fresh, clean 
terms that the public can under- 
stand and accept.” 


Chicago Classified Still Tops 
in Size; Lists More Agencies 
The new Chicago classified tele- 
phone directory (Red Book), now 
being delivered throughout the 
city, continues its position as the 
nation’s largest. Initial distribution 
of 1,327,000 copies will be com- 
pleted before New Year’s Day, ac- 
cording to Reuben H. Donnelley 
Corp., publisher. The new volume 
contains 2,324 pages—80 pages 
larger than the last book, which 
also was largest in the U.S. 
While the number of listings un- 
der the “Advertising Agencies & 
Counselors” heading in the Chi- 
cago directory increased slightly, 
the agency classification in the 
current Manhattan directory con- 
tains approximately the same 
number of listings as in 1954. How- 
ever, the New York Red Book con- 


| tains nearly twice as many agency 


listings—1,222—as the Chicago 
book, which now lists 661, up from 
the 651 in the previous issue. The 


| current Manhattan classified totals 


right to know what is happening | 1,988 pages. 


NO. 8 OF A SERIES | 


ROANOKE TIMES and WORLD- NEWS — 
ROANOKE, VIRGINIA 


i : i | oa OO IS 1 SPOR NE! 0 RTI "So ee 
“3 a 5 ae 7 gal j. YY y % hekhragl seem e Wa NT IR Sue xs : A ‘ ay oe ry } d - 4 
J r " 1‘ he 
YF € . 
6 ee oa 
Fe. ag ‘ 
| I a, ee 
| i wick F pak, » ; me 
‘ seit oe ae: a bs ae ; q 
= >. a 2 a g 
i ieee ee : 
% 2 " Z & e = : 
ch agli eee r : | ‘’ 
| 0? ee : 1 J 
| 
; 
. zy 
. 
ee ‘ 
| Mb/AMAS 
GOLDEN | 
CSE | 
ee <n DER I 
i ae | | ; 
rae Bee a 2 ee re OM te a A 
eee Se 
| 
EEE ERE EG TERRE 8S STIR AS SSR ES INO iPS Ae SAS A cen Ee 2 cee 
} 
a) 
| a | 
| rl | : 
©, = th 
R Sy Vay OW | 
— $ ‘ 
. - \. ‘\ 
$y ‘ | 
* \ 1 | | 
‘im PS VAY O | i: 
7 = —<4s | 
al CAOARRAQ) | xe | 
eo, p . 
Ns 7.) \ ~~ o \VAAAZ | 
S, P R\ Sew | AR VIS | : 
= ~ F Yh + . . ~ 
Va =~ ph 
\ 
Sfta l/ AG et Ss | 
4 4.0 v, aod 
>}, © a) | 
® A Mes Ey ay > | j 
i 4 mt A/ 4 4 A 3 4 
A) a J 
if ‘ 3 hd) te 
. ¥ } AS 
/ << oe ; 
~~ ne os: 8 : a 
™s Z ~ ’ 
. op e PZ , \ bime y 
ll fp Cyt w ) ‘ “Ss ee 
5 ' \ ; : 2 af 
t One ee 
n | A % SO] 
; ‘ea oe 
J4\ VRP) YS eX NC a 
4 r ~~ a ee e x6 _ 
Wi: \ 5 ee . 
' A ~ ee } 
o : a a 
7 1 ale " 4 -—>. —_* ~~ 
==: ig ~ : ’ es 
xe | ce Pri of a <r eo =) ‘nee Te peas We ] : 
‘(Q ot = mh Les oe wie ey ete , iS | 
_ z What's on the 
aT noes - 4 pe ees * os etme ren, SauNe | ey is " 
arlene’ Acetate Fiera: av: 7, aa EST ES ad ea ea ee ay 
Shae it Ae Rae hE al likin ames aaa Mei ee a caNie B ye 
a Pm: oe i 
a —s «|: BUYING POWER ti J 
seb t ye ayy as yer and ‘ Poy Ee enced 
RR EN i AE Pe ead he ae a oe ee 
Oe ee CREM Re on” aN — suying ~ 
- power—or it may simply indicate a market where transients, unresponsive | 
¥ to normal advertising, help swell sales volume. Or, take income. High aver. | 
age income may conceal a millionaire in each carload of low income fam lies! 
Pye: ees ob ae “sialon * Re Re a Se a 
‘market. It is this bracket of alert, progressive, civic-minded people who are — 
_ most receptive to advertising messages and who demonstrate their interest — 
pei ee ee eS sige 1, SUP oy 5 nat be SETS a i gh a 
Roanoke, Virginia, with diversified industries, is rich in middie tieagiie-— | 
- je . ae, ) 7 pe a oe eae ‘ i <a Ag 
ee ae ‘ ; poe BR ae eee 
ee ‘ ” a to. €00 Ont ms et per " pop epee ees 
a “VW; a. a iS oy rare res =e ee i Nae A 4 
he tn a : ae 
or = * Write new folder describing the Roanoke Market Devel. 
Se ¥ ent Plan to Sawyer, Ferguson, Walker Co., National _ 
me ie ee sed sto Nica 300 Pe -" a s bedded ca ie aia AN ec 3 es ae oer 
nr Sg Se (tn han é io pas Bae ten agree Pagers P ‘ Ci 2 is 
. Cn x ‘ , “ ~ taf e—. aa es : Bt ee ie ek peer 9c 
* PR vote ALY CB iay ag pid ah een ig Re Bae cere Sa 2 og see mea aed Ss oy Seer Se | ee alate ek OM eee tt feos DESY GROOT CAE Gy. thnk Ru Siem Re, ae eer tele Gree fan eet Leet oe ma DR IV, SEAR oS eae erat hoa We ra 
Pgs ge NR Nim 4 Ae Ra ph ee BREET ie Rash ana CAME WEIR eee MT ig | Taye gle ta wee Spey. ee aan Bee enti Aree ka Pee AT ae LUE QEMBELA Tihs Re Sane ee ene Ae Bevan YF hee Sew Le 
Niet ae wt a ee eat Ree 0 at CFS ie Bote ois os 35k Nay ‘oe a Wah a es i ero it pres. Fe forte. 33 eeethe a a, $. 4 rel. se pee oa nee Lene Seay FEE cs AE Fd ah as 4 faaes t Fie ve ee ts ey . 2 tend ey Fae Je ee BP gGgaOa ssl OS ol to Nt ea = os nah ee Pes iota 
ates Say aes eee Cia. LS aE Ns Datel Gees fees 2 3 5 Agee ee Sale Ce ttpia a te fe EN a ae ee Sue ee RaeMy ee Mere aN pre oy e ey “ 2" ieee oa rd eae wenn: 


GBS head AAR Se es RR es i OAS: hy 


th grater maar 


lag 
— 4 


&§ HE won't be reading Retailing Daily at the Chicago home furnishings markets, Jan. 9 to 20 


: ...-BUT JUST ABOUT EVERYBODY ELSE WILL! 


—_ a rr Oh Rar a raat hg ING ob fe Me Mee Pie tae fy ate Rh 725 te. | pe fen 3 RS eo a a ae Pe Pi : 
a, x afl * } ed s ie ete Sn ie Vey, eons ; % at me , : 
She 2 " : wf ‘ ey { 
7 4 
= Ue : 
oo . 
i 
: 
: oii reece _ : 
a cia ee eee 
‘ Ss ee — * 
i ae >. “ ee. a. 
J ee e 2 
; ss . ’ y 
“ “a . oa 
‘ — ae 
= a od Fe. wp es a 4 : 
ae Bis - be 
" “<e “s,s ol 
— ——— 
= b * _ — f - 
9 . ‘oe a 
: / . o » 
5 wl 
gt * : ; 
; Wy ed | as 
Mg i Fe te, 3 a 
baa / : — ages Ne 
oad £ ® es ; BS i : aie & 4 . nef 
a ‘ me pois - —— r ? ‘ ie > e 
4 \ a ay : a 8 Es i ee? 
; sill —  . : Fe, Se : 
PRS i a jt b ee BS _ e* . ae 
is eS tr, eae Me? a , eo kin ~*~ - é me $ § ‘3 ee 
a er : eS Nee a 4 ite . Ps ri wo 
aes ae oa tog Aa — Pa ee . — & > 
‘ et ee ae Aang eer :% 2a ’ iJ “a 
' eee Pe. 3a ade fe : \ ¥ * we 
mm : — bes i Fe i a * eee od ? : = ee ao 
¥ = = ee 3 : 4 ¢ Se ee 3 ge x | ey eee Bia 
” Ee ie : 3 E.. ¥ ati . S43 aes 
) , : eee . a 
> ? - , & a es as * "5 eras 
rs ; ‘ a : ie : ‘sie 3 ‘ “8 ® Pat . 
*. ‘ Be : = a iS we 5 fs oh. sy . 
| : . a oe a 
& Ps - 5 a is lec 
et F 7 - r ss cai we 4 
a ; ee pS “ ae. . 
| 4 e ters Sie a 
: ; j by a pe : eh . 
’ Pg j : 
: Cc; a B os 
; 7¥ ' es as: f 
P Pon “35 Be , 5 Be 
: : .. a. , 2 os i 
; te mm . v7 ee ce. = a 
P ee oe = ge’ a , o 
he ae e- | ae a , - 
. ogee a as ; : 
Wise, err an qr? | a _ - pe 8 
“ a fe ’ Pe? pret e = , : st 
: Se 4 .y - o id y oe | em oe: 
- & yi ee Ba a a: is 
: “ - “ee aw ‘F is : gy ba 
pone _ , F Ps . Oa ‘ j s = as Ns Z é if P e : agi 
P . ie Ow a a eee ke eg = 
: fe oa ee | >a Ye ek. 
“ ; a bes — ’ | BB . — = ee id ee 
: i Sida a ~ Ae 3 4 F: 
re ‘ , | & * Gi tas | eS ae Dee 4 a ee : Be : é 
Zz aa . % ‘ey 5 ae es 4 Lae ‘ ity i ee Soke SS Mg if : 5 a F< 33 Ses 
i... (7 oe eee we | ake, Wad fe: Feb eee: aye ig ae Bs bs 4 ¥ : a 
: et ‘ + ae fe oN Ws eee ee ay 2 ie Se ee * : 5 ERAS, F oar es 
: a . ‘ a es pn ge ey Of he aes a . Sey et % = - 
t 4 g tee ee : an. ee: r me ‘$43 ‘a ee F i Faas ee #E 
‘ : tin Ce age ae Ce beh : - fg te Co tae lg ; : us ; 3 
A i a bad « we ee yale? ee oak Me bee Fo oe = = . 
P % ~~ ee # a. * I , we { a 
: 3 ~ 4 % ees! fe h uae . . 
*t ..% pee « he * eet 3 ee $4 . a : E ' ’ : = 
3 +e a eee Y Ose i eee ee ee ee ‘ $2 e 
_ = a = : me eae | 4 Ci. : +e > ‘ “i 
is VY ee eee Tai | ee a 4 & cae ¢ , ee , , 
te *y d 4 5, ee 4 , r% & que } ag . Pe be tee’ eS Ps ae ie: — % 3 
i } fe | H a 4 % J Be a a 2 Ee Z 4 *€ Mi: be a i # ho # ee ; q 7 ae a er 
: ‘Re eR] — 
S ce " = te pa : ee: UD ae we See ' ee “eS jhe 3 is  #.ae ue 
* i S&S + 8 ee ee ae * aE bet tee ae } He Pack eee a TM Ge = le a ae at isi alaa 
et ee le CU ee Be | ee Se 
is by se 5 ee a, ee gene SE ee ee am on cnt eee ie ‘ ae ae, eee cee oe P eos 
= “| 2 2. 2h 7 Ke Be ad a 2 = ae a. ae ey oo ws S = ay Sai, 7 ae sa 
sf eps aes es tg P| a gi gia ee , a ee. ae 
a : ‘ et. ‘ | aa re gle > ey e x3 ‘5 — ca has i ah ig En ee: 
Pocs i ee ee yo Se ae a oe ee: 
.- 5 1" a * ~.  . ae a : : ae Sree, £0) Soe 
- . s pe 3 P . i aa eo.” : : 
=e a4 z 2 4 & fy i a: ; 2 epee es intact = 
: *, : A ye op ie ra re Pata & 4 
= : te peda + : 
a ‘ pet : aoe nA Feat i 
¥ >. : _ = y CS at oe hal a 
ase oe a Bi) ae ae Rage S's Bilge 
oo we * ee ee 
i ; a ed %. ay ; cn fades a zs - 
r ree Lie > ee. 4 “a 4 set ee 
j ; eS is x ame 
: ~ Saab: pe eek ey ee ae Sear 
1 mee * ® Bh Nas ne ane Gary al ae A 
3 ; at 1 eae Sa, ee 
; ey :s, Se ee 
3 i 3% ae” ae an 
" as 7 4 
7 
“* 
: ~ 
Fda 
2; o , : . -. 
ats , . ” - ———— 
eae ep Sa . ‘ ha ay ge" ; “ sia : : ‘ ; ene K 
Or Se Meni Nao NRG” MS TO a oe ee aR AR = ee Staats Soe wh SE aig 7 oS eis BA Ni ees tae 3 Sa fo oe a ; ; ; , ‘ cs sé : F ci . , . 4 A t = iia 
PO ele op ee SE ree LE oR ROR rs tears gc OT Sd Sg apr Ole Bit REI One eA gre A TEE Ske aT ad as RE Pee he TR Sy ROE ia tern Met fod Sete? PS ah CANE 75 8! SUR a NE ee tk. ee se ' ee yg ead ; Be or 
Fi RE SE ak! ANRC T ee eg leigh Cao a ee ey OO ar SS OE Ag Py Se ee og Ran, ek PO eR ON eee naa ec mee ENE ME ee eee igen ee Tee kL Meta en ee ay Topas Se I eng Poni Dtet og SR tor re ee arg we Le ne Rh ey ope Sa eb se ‘ 
oe poeg es sate ae CB Via ak ce aa ate A Pitas Pa. ck hp eee Pik ec ee ae WS Ta ot ager © St eer aig 28 Wea en Le ee a ae Pe bot aE Oe er ee ge Mey She al PS i ee ee roe oh she Nee ee ~ 5 i Rae BE Set 
a : A os eo Seo i Se ae ae Ry! 5 at Sek? Lm en ABs et Fe Ae oe isk ‘ MEE OM ay ak Pe EPR Gas UC ERTL, eae ‘take ye a) ee <a ees Se Wars yee eR ae Sete «ty Cae Mee ar he amie Rae tay ; vo ‘foe , Pr fated aie ’ 
Sl ae, ides ees sain SAS Mis cea ge Pee ein | RS ETEM Ming? aes as ot eed Sah he. 3 A Padi g ob Paa  eaad ak ay eT EPS yr a me, yee, A Poy ae at NPE IRIN cs bale. Be has ree ae ee a Ph BoP are ae dao nem phir ty Meso ee ria | ae are Bien Le rea ohne eens i ae 
rae ep Pe he ping dp BO grins PY ee ae ae eS este UG ete PI cited 2 RT pee edge. Sy Pet i a Abe SE Oe hey OR og et are Tr eiaeep eee Sere Me a ae ee ee NOs ete ie NLS aCe ge Pee Ser es PR aad co Pe Ge ere phe gene 
PaaS OE 2 OSS ae by A LOSE CMR IET | aie o sd TOMS TREE =a ee RM Ee ge e a 75. RM Sly Shara eg Meee EPUB Ie RCMP eet cop, Shes oo fe TE Ps ora ae 1 Re RG ines 2 rae. MPSA OE So PITA RS ties the: neem Ae Titer Oo Ways Cares oem 


So It Could Get into 


(Continued from Page 1) 
of policy. The explanation given 


by a company spokesman was 


classically simple: Sheaffer wants 
to get its product into the outlets 
where a large segment of the pub- 
lic is doing its buying. This means 
Sheaffer products have to get into 
discount houses as well as into 
catalog and mail order houses. 

“In all fairness, we couldn’t ex- 
pect retailers who had signed con- 
tracts with us to abide by the min- 
imum price,” a Sheaffer spokesman 
told AA. 


™ He said Sheaffer had been 
studying the possibility of dropping 
fair trade for “some time,” and 
that the decision was a “logical 
conclusion.” 

“Despite our two-year cam- 
paign,” he explained, “we found 
that Sheaffer merchandise still 
found its way into discount houses. 
Obviously, some retail outlets were 
diverting their stocks to the houses. 
We found that we couldn’t enforce 
our program vigorously enough so 
that small retailers were in a posi- 
tion to compete with the discount 
houses and other mass merchan- 
disers.”’ 


® Sheaffer’s chief competitor, 
Parker Pen Co. of Janesville, Wis., 
early this week hastily assured its 
retailers that it is going to stick to 
its fair trade policy. 

A telegram was sent out by 
Parker to its sales force around the 
country. It said: “Regardless of the 
competition’s abandonment of fair 
trade, no change in Parker’s pol- 
icies is contemplated. We will con- 
tinue to do everything in our 


Johnson, Spink, 
Reiss Are Promoted 
by Crowell-Collier 


New York, Dec. 7—Vance John- 
son, assistant to Paul Smith, edi- 
tor and president of Crowell-Col- 
lier Publishing Co., has been 
named general 
manager of the 
company. 

Earlier this 
week, Mr. Smith 
named Shepard 
Spink, v.p. in 
charge of Colli- 
er’s advertising, 
to be advertising 
director of all C- 
C magazines. Ed- 
ward P. Sey- 
mour, v.p. in 
charge of advertising, continues as 
a v.p. but has been relieved of 
staff duties. 

Named as advertising director of 
Collier’s was Jack Reiss, previously 
advertising manager of the mag- 


Vance Johnson 


Jack Reiss Shepard Spink 


azine. William D. Pheland and Art 
Vigeland continue as v.p. and ad- 
vertising director of Woman’s 
Home Companion, and advertising 
manager of American, respectively. 

Edward W. Hellier Jr., formerly 
Detroit advertising manager for 
American, was named assistant to 
Mr. Smith. Theodore Strauss, for- 
merly western area senior editor, 
succeeds Mr. Johnson as assistant 
to the editor-in-chief of C-C. 


York, 


Sheaffer Says It Dropped Fair Trade 


Discount Houses 


power to protect retailers’ profit 
on Parker products. Retailers may 
therefore continue to buy and sell 
Parker confidently and without 
fear of inventory or profit deterio- 
ration.” 


® A check of the bigger retailers 
in New York and Chicago revealed 
that most retailers carrying the 
Sheaffer line had reduced their 
prices accordingly. 

In New York, the Sheaffer line 
can now be bought in Master’s, 
Korvette and Heins & Bolet dis- 
count houses, among the largest in 
the city. In a matter of days, 
Sheaffer products will be available 
to practically all retailers inter- 
ested in selling them. Generally, 
the pens are selling from 25% to 
one-third off the list in New York 
as well as in Chicago. 

Macy’s has cut the White Dot 
line to 6% below the revised price 
list of a few weeks ago. Blooming- 
dale’s is selling competitively. 
Gimbels had not yet cut its prices 
at this writing but is expected to, 
and Abraham & Strauss, Brooklyn 
department store, is selling the 
pens at 40% off list. 


® In Chicago, most of the big de- 
partment stores had reduced their 
prices following the Sheaffer move. 
Carson Pirie Scott & Co. still car- 
ried the suggested list price on its 
line of Sheaffer pens. 

Meanwhile, Michigan gathered 
the center of attention in the fair 
trade picture. Three fair-trade 
manufacturers—Sunbeam Corp., 
Toastmaster division of McGraw 
Electric and General Electric—had 
cancelled their fair-trade contracts 
in that state because of the deci- 
sion of the state’s supreme court 
last Friday denying a petition for 
a rehearing of an earlier ruling in- 
volving Argus Cameras Inc. 


‘American Aviation’ 
Plans to State Case 
Before ABP Jan. 5 


New York, Dec. 8—The right of 
a non-ABC publisher to retain 
membership in Associated Business 
Publications will be submitted to 
the ABP board of directors at its 
regular quarterly meeting Jan. 5. 

The case at issue is American 
Aviation’s insistence that it will 
remain in ABP until ousted, de- 
spite its recent resignation from 
the Audit Bureau of Circulations 
(AA, Nov. 14 and 21). 

It is the contention of ABP’s 
president, William K. Beard Jr., 
that when American Aviation re- 
signed from ABC it became “au- 
tomatically ineligible for member- 
ship in ABP.” Wayne Parrish, 
publisher of the Washington publi- 
cation, challenges that ruling. He 
has officially requested a hearing 
before the ABP board and, in do- 
ing so, pointed out that expulsion 


S\of an ABP member may only be 


effected by a two-thirds vote of 
the board “at a meeting called for 
that purpose.” 

Mr. Parrish also has made it 
clear that American Aviation in- 
tends to “follow every course 
available to maintain membership 
in ABP.” 


Rockmore Adds Clark Shoe; 
Appoints Marvin Goldberg 

Clark Shoe Co., Auburn, Mass., 
has appointed Rockmore Co., New 
to handle its advertising. 
Wesley Associates formerly han- 
died the account. 

Rockmore has appointed Marvin 
Goldberg, formerly research sup- 
ervisor of Bryan Houston Inc., 
market research supervisor. 


* 
eS 


Advertising Age, December 12, 1955 


6 


PRINCIPAL SPEAKER—Robert R. Gros 


(left), v.p. in charge of advertis- 


ing and public relations, Pacific Gas & Electric Co., San Francisco, 

is shown receiving the Adcraft Treasure Chest from President Clark 

H. Stevens, v.p. and Detroit manager of Sawyer, Ferguson, Walker 

Co. Mr. Gros was the speaker at the Detroit club’s 50th anniversary 
dinner Dec. 2. 


‘RD’ Switches 
from 32-Page 
to 20% Ad Limit 


NEw York, Dec. 8—About 36,- 
000,000 people see a single issue of 
the Reader’s Digest, according to a 
study made by Alfred Politz Re- 
search, the magazine told AA to- 
day. 

That figure, it was pointed out, 
includes one of every three people 
in the U.S. ten years of age or old- 
er—it includes 31% of all the men 
and nearly 28% of all the women. 

The Digest claim is that this is 
the biggest audience ever enjoyed 
by a magazine, and that it is 
nearly as large as the unduplicated 
audience of the “next two maga- 
zines.” 

Net paid circulation of the pock- 
et monthly was placed at 10,200,- 
000 for the first six months of 1955, 
with a total of 3,450,000 persons 
buying the magazine in the lead- 
ing 15 metropolitan areas. News- 
stand sales are 5% ahead of last 
year—an increase of about 80,000 
copies a month, the Digest said. 

Magazine officials also said that 
the Digest’s “primary household 
audience” includes 3,000,000 wom- 
en between the ages of 18 and 35. 
They added that the monthly “of- 
fers the heaviest coverage in all 
income groups.” As an example, 
they said that the Digest reaches 
6,800,000 non-farm households 
with earnings of more than $4,000 
a year. 


® Business paper advertising for 
the Digest, planned to appear 
shortly, likewise will point out 
that, beginning next April, adver- 
tising “will be limited to 20% of 
the content of any one issue.” This 
means, says the copy, “a much 
smaller ratio than that maintained 
by most magazines.” The copy al- 
so points out that this ratio gives 
advertisers “more flexibility” to 
plan schedules and seasonal pro- 
motions. Until now, Digest policy 
has been to limit advertising in 
any one issue to 32 pages, an “un- 
realistic” limitation which has re- 
sulted, often enough, in fewer than 
32 pages actually appearirig in an 
issue. 

The Digest said that 107 adver- 
tisers have purchased 296 pages in 
the magazine since paid space was 
first accepted in the April, 1955, 
issue. 


‘LARGEST’ INSURANCE 
AD TO RUN IN ‘DIGEST’ 


BLOOMINGTON, ILL., Dec. 8—The 
January issue of Reader’s Digest 


will carry a six-page ad for State 
Farm Mutual Automobile Insur- 
ance Co. The company says this is 
the largest insurance ad ever run 
in any magazine and tops the five- 


It's Sarnoff 
to Weaver to 
Sarnoff at NBC 


Triple Play Makes Bob 
Chief Exec, Moves Pat 
Up to Board Chairman 


New YorK, Dec. 8—Robert W. 
Sarnoff has been named president 
of National Broadcasting Co., suc- 
ceeding Sylvester L. (Pat) Weav- 
er Jr., who becomes chairman of 
the board. 

Mr. Sarnoff, son of Brig. Gen. 
David Sarnoff, board chairman of 
Radio Corp. of America, parent 
company of NBC, takes over the 
reins of the network at 37, after 
serving two years as exec. v.p. The 
elder Sarnoff relinquishes his title 
as NBC chairman, but promises to 
continue an “active interest in the 
affairs” of the network through 
his duties as RCA chairman and 
as a director of NBC. 

As president, Robert Sarnoff 
will be chief executive officer of 
the far flung operations of the 
country’s pioneer broadcasting net- 


page ad it ran in Life last January. | sos 


The ad will also be the first mul- 


tiple-page ad to appear in Reader’s | ' 


Digest. 


In addition, State Farm will run 
three double-page ads in Reader’s 
Digest next year as well as run- 
ning ads in the West Coast edition 
of American Weekly, Farm Jour- 
nal, Life, Look, Progressive Farm- 
er, Successful Farming and Town 
Journal. 


Needham, Louis & Brorby, Chi- 
cago, is the State Farm agency. 

State Farm also sponsors “Red 
Barber’s Corner” on NBC-TV. 


Movie Studios Don’t 
Have to Sell 16mm 
Prints to TV: Court 


HOLLYwoop, Dec. 8—Motion pic- 
ture studios cannot be compelled 
to make their motion pictures 
available to television, Federal 
Judge Leon Yankwich at Los An- 
geles has ruled in a 30,000 word 
opinion in the anti-trust suit of 
the government against a number 
of film companies (AA, Oct. 10). 

The government had contended 
that all the defendant companies 
placed substantially the same re- 
strictions on exhibition of 16mm 
prints of 35mm film and that this 
is restraint of trade and conspiracy. 
The defendants replied they acted 
independently and the similarity 
of their actions is due to following 
the same sound business principles. 

The defendants pointed out that 
reissue of some films brings in 
grosses of millions of dollars as 
compared to far smaller revenues 
possible from television. 


® In his opinion, Judge Yankwich 
upheld the position of producers 
and distributors as being “sound 
economics.” “Television is chiefly 
an advertising medium in which 
motion picture and other forms of 
free entertainment are used to 
merchandise other persons’ prod- 
ucts,” he said. However, motion 
pictures and television draw their 
patronage from a common source— 
persons seeking diversion. Old pic- 
tures and copyrights are the pri- 
vate property of the producers. 

Defendants were 20th Century- 
Fox; Warner Bros.; Universal In- 
ternational and its subsidiary, 
United World; Columbia Pictures 
and its subsidiary, Screen Gems, 
and RKO. Two major film studios 
—Paramount and MGM—were not 
named defendants because they do 
not make 16mm prints. 


R. W. Sarnoff 


Pat Weaver 


work. In his new role Mr. Weaver 
will have no administrative re- 
sponsibilities; he will be free to 
concentrate on programming, plan- 
ning and the creation of new pro- 
jects. 


® Departmental heads will report 
to Mr. Sarnoff pending the ap- 
pointment of a new exec. v.p. At 
present, there are no plans for 
filling that post at all. 

At 47, Mr. Weaver gave up 
a Young & Rubicam vice-pres- 
idency in 1949 to head NBC’s tele- 
vision network. He brought with 
him a storehouse of experience ac- 
quired with Don Lee Network and 
American Tobacco Co., where he 
was ad manager, as well as with 
Y&R. He is probably one of the 
few men who ever became presi- 
dent of a major U.S. company after 
having served a brief stint as vice- 
chairman of its board. His term as 
president ran from December, 
1953, to December, 1955. 


® NBC’s new president, Robert 
Sarnoff, was assistant to the pub- 
lisher of the Des Moines Register 
& Tribune and a staffer on Look 
before he joined the network in 
1948 as a salesman. Toward the 
end of the year he was named as- 
sistant to the national program di- 
rector of the tv network. He later 
became director of unit produc- 
tions with responsibility for such 
top shows as “All Star Revue,” 
“Colgate Comedy Hour” and “Show 
of Shows.” 

A year after his election as v.p., 
he took over the direction of the 
new NBC Film Division and made 
it one of the top entries in the vid- 
film syndication industry. After a 
brief period as assistant to then 
Vice-Chairman Weaver, he became 
exec. v.p. on Dec. 3, 1953. 


Walgren to Mactadden Men's 
Howard Walgren has joined the 
Chicago sales staff of Macfadden 
Men’s Group. He formerly was 
with Dale McCutcheon & Co., pub- 
lishers’ representative, with re- 
sponsibilities for Scholastic Roto 


and Gourmet. 
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FAMOUS CRAFTS AND CRAFTSMEN... ONE OF A SERIES... DESIGN AND TYPOGRAPHY BY KATHERINE GRACE 


; Enetian GlassmakerRs 


-+» heirs Of an ancient art --- used fine craftsmanship 
to BRING the world To their SooRs 


For nearly a thousand years the Venetians 
have specialized in making fine glass: cups of 
enamel and gilt, beautiful lace glass or “vitro 
di trina”, and subtle Avanturine glass diffused 
with particles of copper..Veriétian ships carried 
these works of art througbout the western world, 
and Marco Polo saw no finer craftsmansbip 


in Cathay. The tradition survives, and few tour- 
ists leave modern Venice without an object of 
Venetian glass. 


During the past 23 years we at C M & H have learned that fine 
craftsmanship does perpetuate its own traditions. The 
photoengravers in our shop know that they belong to 
a team that has held to one standard of quality from the 
beginning: the finest photoengravings that can be made. 
Many advertisers and agencies, from coast to coast, 
have long made it a habit to send their work for fine 
reproduction to C M & H. Like Marco Polo, we could 
travel to the ends of the earth and find nothing better. 


With the widespread use of gravure as an effective medium for 


national advertising there is a need for gravure matched 


in quality to letterpress engravings. We have met this 
need by installing a Gravure Division complete with the 
latest equipment. Our combined service in letterpress 


and gravure is a new convenience for our customers. 


COLLINS, MILLER x HUTCHINGS. x... 


AMERICA’S FINEST PHOTOENGRAVING PLANT FOR LETTERPRESS AND GRAVURE 
333 WEST LAKE STREET AT WACKER DRIVE, CHICAGO 6, ILLINOIS 


ak, 6 , : Pu 7 
ae "53.3 
Sod y as 
oe ee 
| Pn 
a 
x 3 
= ve 
z ' ‘ ~ ’ 
"i a c 
ag , ,) ‘ 
7 - te 
— - a - 
on Re 
oe fe dl te - » * 
’ earnrag'* any 
% ——— Ay 
; ‘aa ma 
5 s 7 ; 
y, of a 2 
7 Poe ep 4 “ j 
x . < . 4 4 
ie = ~ - ~~» 
c ar aay at anes 
' re Cs ere 
i . j a ; 
~ 
; Oi. . anes 
: efile, ’ 
& Oi“ies , 
| Fo, 
' Pe NF ua 
} hig im 
y ; - 
” ‘ ae ahi ut ) ’ {oa 1 
3 ah = : me 
: , i a a4 i q j > 
% . oA S\N ie r on Yi =~ fi 
: »/ LA rr = Sea ’ 9 dy 
= \ Gary fe 5 a eA i { 
y SA ae: 9 ARTI «\) (WA) . 0 aes ‘ 
4 , : yy lll HV NN ‘ a y \f t a Pat a, > sal 
; djs oh Na MIG Os oa ee 
: \ ff >| on, a om N beget , A Ty ¥ YY ZA = ,————. 
; se S - “~e / % y , wh\ Ga 4 { Z ~ 
4 ee ; a | — - : ; Ba We 2) cei = aa L A a4 \ iy See. ' 
an = =. / Fy ; oA _— See — | 
— | sees fi) | NRE &: S= ee ee fl hy om f oe 
j | N AL Wi = 4} 
- | ‘. a cast | N or —— 
—— 2 bed . = - 
- \ * ™r — 
, \ i eee } 
a t fel , Se nen -_ 
i 2. ta ae ae 
a bo “ = 7 ~ 
‘ IN CN 
= CA : 
be : lo Oa bi 
am tg@a a 
a 5 Sp ms SX) j 
Tee . ALEPA CK. 
5 (iiie 4 i 
7 ; ‘ Y i 
: kT \ ea in aeatiitee’ 
Ve om * ; 
: 
f Z 4 \ 
= a 
} > ye. j 
ae, j 
| Ba, —sS 
; <j —~———- Jf 
F, << bi 
> | 
7 ’ ISS} if f 
* " Ag iO , J f 
a 9 €CETV// oe 
Sy a” ; / 
? ee a! eee 
A el j j ~ e 
* = J j 
: ee apo A. 
77 “4 
ZH So 
Fa fis?) ZA 9 ’ — 
2 at 2 i" 
| 7 “eS 
a3 +s 
\< 
ae 
4 
ac 4 . e \ - 4 3 re aD, ’ sur BS ~ ay > ‘ « . a ene — 
Rohe Nae se cos atin 9 :. Mpc ag Tie iis SE hale Bee tis ee Poy A Ed net Rak ss: Fee SG, RATES. oo IS ee ee eS aa ED a, Spee UES pet Sn ge ° ; 2, re Ferre ; es ee 
ees 3 pe a 4 ae Se oy eae nets i. #03 rae AZAR ie ee ete Sea Pe} Sein eee 4 % a a >) mira é a Piao Fey ‘nt Seta Se ‘ a a ae eG Gi. - % erie Bae Fett phen oi ay Fe ce .) ae, ct an x. pote sit ae cae S sf : iat £5, ¥ Ne 
Cp AG tia 5 gS Tee Saas 2 ot eine ARIE SBME Ra tae hn SI, Bee ee iets i ae neste eee aaikdy ONE Met Ga tteeNee 5 gi gt oy ee ae OO ie ee, shan gd otc Ue we paren, 2 anne 


rege eee 


oar 


i da 


aii 


SIRs 


s 


a 


nee 


2 


ua Bal nt 


% 


— 


== 


4 : ae is = : cae - 
i ae a a oe * ‘te? Se gE: & > a Pree te ae wr 
" Fass i woes pager eee eee ne ee seeming « acts _— — 
BS ere . BAGO EI . MAT SR ie OBES SG a Ee is 
BREE Oa ae ~ cS ee sae ee SOM ins fF nn a Na ce PION 2” Eh Ba Be isl eee OEE S Pe ee 


¥ 
4 5 dies SE ko - ” we Be a> Cay ait ee: 


BAK diets: Fee, PO ig Fee” chee SSS | Tyee ers Pa rae 
Seer ts hs Marana weninhs 22 aris en OD 


poe a Se ae 


ee Pe oe aed Pepe ziti cee en we 


Americas Class News Magazine 


Now more than 750,000 net paid circulation ...A MARKET NOT DUPLICATED. 
BY ANY OTHER MAGAZINE IN THIS FIELD Advertising offices: 30 Rockefeller Plaza, New York 20, N.Y.; 
also in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, and Washington, D.C. 


: ee Ne 9 
é 7 a . By: : ts = 
= haat. ial < Sie Pit Sih WotR Ho = Se ee oe . MF See Os hen eee ro Lae er Osh ie, Ros tay - fog am | . v a 
é " Se NTI Sy } 5 eae irae 7) ee ite 19 “2 Fie = Seen ¥ pare oh Sos i ey : 3 t. f bie Sey eta 4 / ‘ - ‘ tal a ae 
oie 35s ® < % 5 zt we 
4 ty 
eer Ss ) : 
Pgh ty” . 
2a ‘ 
“¥ ; j 
5 
. ‘Sk, ee Sh SEs tn ogee Ra aT TE ee a ae ee 5 Dee SER eae Fle get " ' r - . as —— Eig " Ma : has = 2 sagt y eee % °. rete Casts RE tt ae ews Tee See 
a” es: ak a ee LSA Aas eats 8S. i ee Me uae ees on a ae wicks eh te ie ee — Sie EE Pe: Ss ae ‘ ae Re Ss Se Sats ae 2 ee NRE OES he. | a a ce SS oe bie i PEA Pe en +a 
rs je, 
: 4 
a 
e pe < en 2 Hike : 
“Ee ‘ ‘ ; ‘ 
ES | 
© F : 
Be * £ q \ 
3 _} 
: ee cee io ee a. aaNs ie oh ce as Ba . 
“ le wast . aay a Sy ne ~ ean oe tan 
a — <= nH : : ie ee: ae gan : : lew ler «3 aes ae 
? be = : pane ray marc gtd P ans aie. - 
iA. ope ie ee sinter Hise as § th ear at ae ; 
5 2 ae cease a Tyan ae paw Aye. eh tate : f 
: : se ~ pe As eo amet i ! 
a peo : - Aes pes Cae 2 
¢ a 5, od ie oe: rte a 1328 a 
¥ oo . a - ae J : ee . . ' 
: : ie — “ he ira oo” : oad 
og : ; ae ie A oe . ae ‘ J a “4 — Mey ha. : cee .; 
BE es 7 a a nies 4 : io oem 4 
Be m ht me te eee 7 “ae: ? 
a ea fame oe = ae =. | 
ae Piya fen soil =e mee co oe Ee 
Pe ee Ps te “ee os a Te ae ; oe ey e: 
r rs Oa ae ges Tie po icitalh 2 oa es gee! ; ce EE & 
22 oe + ae © =< Aas § a ke fo a Ves ™ . oo < x re 
: 
& . : 
ee i 
Des = 2 
e 
* - 
i ok : F ‘ F = LM 
TS EE 3. OER OE 3 ne eh, A i ae ee , 7 $ ye. apne ee 3 : wey 8 eee ob ne ae a Ss ; 4 : 
aa Pi areas ee Pons See ae il aoe a i cone ea ' 
t 4 
. . ie Bk is ie rs ? * 
| o 
eee 
hee 
g , 
% . 
‘ 
: (ae oe ae: a HS : of poe 5 ie ug ae e 
ra : , ‘ gee: i oo ie 
ey ag sesh a, a a ie oe 
ae > a ae. Ted sh ae ef e og ee 1 
is : ae ti ten ay F e eee d 
ee a ie i ed é E Pee sy a ta ; To ag is be fio) Pere 
r . aa a “ tnt aren te q it ts cclll ' ' sis e s 
ie ° ’ z , . aie ate. ae ca 
F a i H 4 ’ é sip ‘ m4 
; a Pe ale oe a ae ‘ = os an : 4 rH a 
. + ¢ ee Ns kee oe ee é © . 3 e _ ae i A 
age Ri ae ee ee Nh i ve RAN ie in! f cays sida epee. ‘ r Ce { i 
epee e : Raw } ) ; . ies mi 
I . . 
Ss. ‘ in ‘ i 
Oe ae ee a Bitek 4 
x = i a pec a gee & . 
» 4 e : 
“ oe 
te ioe 
is ge ay 
Pe ee . 
& as s 
5 ee 
& es oo 
2 Pore ere a 
8 é : oe el Batt cS 8 
i Saas: i 
q pire aie ts 1 
x SP pec at gee ; 
bo High ee pe i 
ome e Le tie ts 
bat eee ‘4 
& bets i “ 
bs “spe 
a ma 
o a 
i , 
br ¢ 
3 . i ‘ 
Ss 
te 
ae Wie pan oii , ; 
si 
' : 
+ 
j 
: ; te * . ie rk is. 
. . ‘ : ’ 5 . } v . i. ee i NI RR So lh lat by 4S Baar a Shae set eee 
4 3 . : a ee So ais mo 4 Pa ot Ne as ee Ce Cr ne Al - Pg ne gen Beh 8 ae at Rea 
— = j . sotegn 3 P A Peed Se es FS oe na Bs te TiS eal ed 5 etre 3 ePID REINTE a AMR eer ors Wine ria AE CB aR TR AS SR Mee Ro ee ee ees Re Pe Tt Ce Lk 
Ps om Per ICS. tS. abt 55 c= ARN, BO = a ARR Se ORES Es OAS ae SE lr reas oie cnc 5 OT in Males age eae OL. eh ain Big Sl a Saar let OMIM sens OE Sar th Rt ear Me et JRE es TR era 57k ae eg ANS ae 
Ee epee go als tpg eg” padi eae E a8 ST ae be pA Na ok ok Sale SF IER ei Wy eee Ree oe let eee Tins eee Bn pees oe hee © ee Nae tet S002 § gore, ieee t9 Sie Mae AN po PSI Ras oe cies Bs Wie, are ie ie rte Sate Sh Cael ae a RR Ca Tee, rage Ae eae a ae 
ela. ah eo = oe. & _ * sa Ve eile feo a ee Oe are Ss Panes ayaa fyb Sead Se ae sige, hee Nee : Ati Be aioe eee a Se Sep is Se aa Ath fey et 1) fee” Gh aie ae tN eS ai cst i eke ps ts OP oe a? Cie 8, Sea tam ad 0 oe DWE sp ee a Rea 
eet et eben hie SR ys a Tea cht ee ne Sala te i aa ine aE Marae: Tee ty Fut oe he leh URReRo gr mek eee ae Maire Pee eS” tga veh ee yy Fe 
PE 4S Fp 1k tae gate 1 Nh? UPR IGP dE cee SIO Sc Cine Ba av th oh ARC Re etc erie tae eer Brees re ei Ra ae ams. ae Sa AR one: We” Is et Meader ee Mere Ta Lo ee) See aS” ate eee, a gia ee 
x. I hd aie Ng ES tar ical ie & a Fatt ad de Cee A eat Oe ee ge Pe ey wi tg eS BRE LEN te a ede Bas pn Sa At aches OO rs Si Sie OS ea - o =: 5 oe ee Ry ee eh ee eerie ae A Mey a Od Raat eg i tet Ty eye ay sah PP 
ries os ao Se ae OS, «Scene ee ay, eer ee ei ce eer ae NONE Romer geri a Re pe ee ea Oe a SE oma Ee ot ie et eke PR Pe Fs OM A Reng ay EL naa pn” Ay COR, SO. RES ae Co RORY Re. fea k NAW: Sy SOR ee ala oY 


... because nothing is so important to 
have today as the essential news — 


,., because never before have business 
decisions and personal planning 
been so much affected by the 
impact of national and inter- 
national affairs 


e . Re aaktid § RE ok pee (ae ok. See eee 5 he As “ 
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... because it is the magazine consistently 
voted “most useful” in poll after poll 
of America’s leaders in business, 
industry, government and 
the professions* 


a Se 
MEDI. PRS 


**“USN&WR”” MARKET RESEARCH REPORT “The Preferred 
Reading of The People Who Spark America.” 


An essential magazine 
. . . devoted to the essential news 


Essential to more and more readers 


. . . breaking all records for circulation growth—circulation now 
double what it was six years ago 


Essential to more and more advertisers 


. . . breaking all records for advertising growth—advertising page 
volume more than double what it was six years ago 
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Giving at Christmas Time 

No man to mince words is this family journal’s Eye & Ear Man. 
Whether he is talking about a television program concept he doesn’t 
like, or giving his opinion on color radio (a gag for which we quite 
properly credit Earle Ludgin), the Eye & Ear Man speaks right up. 

Some of the words we are particularly glad he did not mince are 
those he uttered in these pages last week, when he fulminated on 
the subject of Christmas gifts. 

“Well,” he suggested, “it’s Christmas time again and Christmas 
time means an accumulation of junk which represents a mild form 
of bribery. The guy who buys is plagued by a mess of presents from 
the guy who sells. The buyer is supposed to think favorably of the 
seller for a full year. The religious holiday that is supposed to be 
Christmas is turned into a commercial orgy.” 

“The purpose of this article,” he went on, “is to suggest that 
Christmas was never meant to be an excuse for a commercial re- 
minder in a cold, calculating manner. Rather, Christmas is a time 
of exchange of gifts and warm feeling between friends... 

“It is to suggest that buyers pass the word around that gifts are 
frowned upon... Above all, it is to suggest that there are certain 
worthy causes that all of the buyers altruistically like to support and 
often cannot find enough money to donate to—the Heart Fund, 
where the lives of the men in the electronic field can be prolonged 
by scientific research; the Cancer Fund, the Community Chest, the 
Needy Family Funds, etc. 

“How good both the buyer and the vendor could feel if causes 
like those got a check for $5 in the name of the buyer. How about 
it, fellows? Electronic executives earn enough money to buy their 
own hootch. What is really appreciated is a truly humble contribu- 
tion to causes that sorely need our help. That is the Christmas spirit.” 

What the E&E Man suggests makes sense to us, too. Why not hold 
the category of modest gifts down to really modest size, and use the 
remainder to make some really worth while gifts in the names of 
your customers to causes which deserve assistance? 

As the Eye & Ear Man points out, people connected with broad- 
casting can afford to buy their own hootch. And the same is true of 
other people in the advertising business. Everyone involved will have 
much more pleasure out of a gift to a favorite charity. 


Is an Adman a Good Manager? 


Cameron Hawley, who retired as advertising manager of Arm- 
strong Cork Co. a couple of years ago to make a new career for him- 
self as a successful novelist (“Executive Suite” and “Cash McCall’), 
told the Advertising Club of St. Louis the other day that advertising 
provides “the best possible training” for general management in oth- 
er fields, as well as its own, by affording a comprehensive view of 
corporate operation and development. 

This comment struck us with particular force, because just a day 
or two before we read Mr. Hawley’s comments, we participated in 
an informal discussion which lamented the fact that too many man- 
agements look upon advertising managers as technicians, rather than 
as administrators. 

Beyond doubt, those companies in which advertising is vitally im- 
portant, both in terms of volume of expenditures and direct influence 
on sales, have recognized the need for effective administrators in the 
advertising department as well as in other departments. But there 
are still too many companies in which the general management no- 
tion of an advertising manager is of a‘ technician—a man who can 
produce a letter, or a direct mail piece, or a bulletin, if necessary. 

This man is thought of as a craftsman, not as an administrator. 
And nothing could be more idiotic. As Mr. Hawley points out, ad- 
vertising should be a wonderful training ground for general man- 
agement personnel, because, among other things, it provides a broad 
and comprehensive view of the entire business operation. 


Advertising Age, December 12, 1955 


Gladys the beautiful receptionist 


—Ralph Baird, Frisco Railway, St. Louis. 


“T wish the boss would learn to trust those surveys on the late-late 
show.” 


What They're Saying 


A Fresh Outlook for Business 
in Argentina 

We, as advertising men, are ac- 
customed to basing our present 
actions on future events, guided 
mainly by our professional experi- 
ence, while the majority of others 
wait until facts become concrete 
before committing themselves so 
far. 

Our business is founded on op- 
timism. And if optimism can be 
taken as a compass needle to di- 
rect us, we can now feel certain 
that we are entering into a real 
era of prosperity in business, with 
the change in the Argentine poli- 
tical regime. 

Until a very short time ago fu- 
ture business in this country had 
a question mark after it. Now it is 
clear that, while there are many 
obstacles to overcome and much 
hard work to accomplish, we know 
results will be fruitful. 

We have tried by our own mod- 
est efforts to persuade possible 
investors of foreign capital to es- 
tablish their business in the Ar- 
gentine market. More than ever is 
it mow necessary to pay very spe- 
cial attention to studying those in- 
vestments. The Argentine market 
has unique characteristics amongst 
the countries of Latin America, 
and one of its peculiar character- 
istics is the rapid recovery it al- 
ways shows after a crisis, be it 
large or small. Now is the time to 
make a fresh study and to put 
up-to-date the surveys already 
made with regard to possibilities 
of new investments, which for one 
reason or another has been put 
off pending the propitious moment. 

Yes, it is optimism behind these 
thoughts, but our optimism is real, 
so real that it is shared equally by 
the majority of Argentine busi- 
ness men. 


—Editorial in “Facts and Comments,” 
issued by International Advertising 
Service, Buenos Aires, 


Native’s Return 

A note on an astonishing item 
that has not changed since last I 
wheeled a car from coast to coast: 
the roads. 

When first I started from New 
York and drove the fine New Jer- 


sey Turnpike—and also four-lane 
divided highways down the coast 
as far as Norfolk—I made a note in 
my diary: “Why all the big fuss 
about the German Autobahnen? 
They ought to see our roads.” 

Alas, for the rest of the 10,000- 
mile drive this enthusiasm was ex- 
tinguished, never to be revived 
except momentarily on the Penn- 
sylvania Turnpike homestretch. In 
an era when 60 million motor ve- 
hicles are in operation, when the 
economy is an automobile econ- 
omy, U.S. roads are little better 
than they were 15 and 20 years 
ago. 

I had imagined, too, that more 
would have been done against 
roadside advertising. I thought the 
billboards were bad 15 years ago, 
but on this trip they seemed to 
have doubled in number and hid- 
eousness. They wheedle, beg, com- 
mand, bellow and blast at you to 
eat, drink, smoke, stop, buy, lodge, 
take home, visit. They destroy the 
scenery and the countryside, block 
the views and dangerously distract 


the high-speed motorist. 
—From Paul Gallico’s “Rediscovery of 
America,” in the December Reader’s 
Digest. 


Quick Recovery 

Hal Block: “You were a famous 
fighter, now own a restaurant on 
Broadway, and, for our audience, 
I understand you dabble in the 
arts. 

Tony Canzoneri: “That’s right.” 

Block: “How did you start?” 

Canzoneri: “I dabbled in oils. 

“I dabbled in watercolors. 

“TI dabbled in charcoal.” 

Block: (sotto voce) “Remember, 
these people here are art directors, 
from Madison Ave., from advertis- 
ing agencies.” 

Canzoneri: (sotto voce) “Sorry.” 


“I dabbled in charcoal greys.” 


—Dialog at the Thanksgiving lunch- 
eon, Art Directors Club of New York, 
Nov. 23. 


Was the Book About TV? 

Well, we’ve had it. A magazine 
not only reviewed a book of ours 
unfavorably (and, may we say, 
unfairly) but—the unkindest cut 
of all—also returned the book to 
us. 


—Pleasures of Publishing, Columbia 
University Press. 


Rough Proofs 


Walter O’Meara protests against 
“wet blanket research—the kind 
that dampens creative enthusiasms 
and gives harassed copywriters 
cold chills of nervous apprehen- 
sion.” 

It just takes the Starch right out 
of them. 

. 


Talk may be cheap, but not ac- 
cording to people who find it prof- 
itable to go in for tapping the 
telephone wires of their business 
rivals. 


Manhattan Shirt, in tape-record- 
ing agency solicitations, should 
have prefaced each session with 
the warning, “What you say may 
be used against you.” 


Conservative business managers 
shudder at Paul Smith’s frankness 
in revealing his financial problems, 
but turning a $2,000,000 deficit into 
a $400,000 profit in one year sug- 
gests that he must have the right 
idea. 


“Ty telephones,” predicts Robert 
Kintner for 1965, “should be avail- 
able for both business and home 
installations.” 

Jealous wives will then have a 
chance to check the pulchritude of 
their husbands’ secretaries. 


“There are some big successes,” 
remarks Art Stein, new publisher 
of Coronet, “that don’t have any 
numbers to talk about.” 

But they have to have something 
else as good or better to talk about. 


“Sometimes you get a lot better 
results by breaking the rules,” 
philosophizes Y&R. 

The rule it’s the most fun to 
break is the one that says, “You 
can’t do that!” 


“Sheaffer Pen abandons fair 
trade policy,” headlines the world’s 
greatest advertising journal. 

The moving finger writes, and 
having writ, moves on. 


People who have been mourning 
prematurely the demise of radio 
learned from FCC reports that this 
lively corpse had 1954 revenues of 
$449,000,000. 


An agency man looking for a 
new connection says he’s “lone- 
some sitting in a big 4A shop that’s 
shrinking under sleeping manage- 
ment.” 

Maybe what it needs most is a 
good alarm clock account. 


“Will consider young writer, pro- 
vided he is interested in heavy 
machinery,” says a classified ad- 
vertiser. 

A young writer should be inter- 
ested in something much lighter on 
its feet. 


“Christmas,” insists the Eye and 
Ear Man, “is a time of exchange of 
gifts and warm feeling between 
real friends—not just seller to 
buyer.” 

Then why not let the buyer send 
gifts to his good friends among the 
sellers? 

Copy Cus. 
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iP you wot offer 


If there ever was a breed of businessman who demands action, your radio- 
TV dealer is it! And in Delaware Valley, U.S.A. he gets action every day 
of the week through the powerful pages of THE INQUIRER. In fact, 
THE INQUIRER carries more than 2 times as much of this major appli- 
ance advertising as the 2nd paper! Because, beyond question, THE 
INQUIRER is FIRST FOR ACTION in Delaware Valley, U.S.A. ... FIRST 
in National, Retail, Classified and Total Advertising. 


Expansion... Building... Improvements in 
DELAWARE VALLEY, U.S.A. 


$500 million in public improve- 
ments, current and planned, by 
City, state, and national agencies. 
The Valley flourishes . . . and 
annual buying income tops $8 
billion, in America’s fastest- 
growing market! 


in. on 28 billion markat™ 
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Che Philadelphia Prquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives : West Coast Representatives : 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Sant fe OF SOWING Pe eer 


... Started with a new and exciting editorial 
concept... a unique and powerfully merch- 
andisable plan...the culmination of LIVING’s 
continuous realistic editorial policy... and 
called the LIVING-Conditioned Home. 


Four LIVING-Conditioned homes were shown 
in the May 1955 issue of LIVING... these 
were practical, obtainable, carefully engi- 
neered homes using the products, equipment 
and furnishings designed to appeal to the 
vast young homemaker market that buys 
73% of all new homes and whose tastes and 
budget requirements had to be met. 


The Hotpoint Company wanting the advice, 
experience and support of an authority in 
the home field...and wanting a nationally 
recognized magazine that meant something 
to consumers as well as to the Building In- 
dustry... found it all in LIVING...and cooper- 
ated with LIVING to launch a building and 
merchandising program that was to become 
a countrywide, multi-million dollar success. 
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the result 


In this initial phase of LIVING’s continuing ‘ _ ie 
program, 300 LIVING — Conditioned homes - ~*~ Si bighebtio 
were constructed from coast to coast in o plan for relaxed living around 
153 important market areas. Many more * — 


are under construction. 


Seer peel fe 8) chenehing Bem wimp tee 
i < 


Hotpoint reports that building material 
manufacturers, home builders, utilities, and 
department stores together with 6583 appli- 
ance dealers, invested close to $20,000,000 
to promote some phase of the LIVING— 

ta kg Conditioned homes program. Over 50 local 
_ ingen nese special newspaper sections running in size 
~ from 6 to 24 pages, were devoted to this 
promotion. 


WIN A HOME 
a RIKE THIS! 5,000 to 25,000 persons each week inspect: 
A ed these LIVING—Conditioned homes 


constructed in 45 states and Hawaii. 


A CONTINUING PROGRAM 
LIVING — Conditioned homes are being con- 
structed and sold every day through the year. 
Scores of builders, building material dealers, 
utilities, and department stores are partici- 
pating in LIVING’s home building program. 


LIVING sells home ownership and the 
importance of nationally branded building 
materials to the market that buys 73% of 
all homes... the young homemaker market. 


ING 


A Street and Smith publication 
575 Madison Avenue, New York 22, N.Y. 
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Hee aa pee r , m a 7 
g 4 % own a 08 lagi one car. ’ : ; 
2 2 , 4 own two or more cars. 


E LKS drive an average 


of 18,333 miles a year. 
They will buy 365,380 new 
cars in the next 12 months. 
*1,065,630 total net paid — 
6 months average (ABC 12-31-54) 


Largest circulation 
of any fraternal magazine! 


MAGAZINE 


New York * Detroit » Chicago + Los Angeles 


THE 


ABC Boosts Walker: Moves 
Dutty: Names Kirby, Poster 

ABC Radio has appointed Ernest 
M. Walker sales manager of the 
network’s central division in Chi- 
cago. Mr. Walker, formerly an 
account executive for ABC Radio, 
and before that with Masterson, 
Reddy & Nelson, succeeds Don 
Roberts, who has resigned. James 
E. Duffy, a radio salesman in the 
network’s central division, has 
been shifted to the division’s tv 
sales staff. 

ABC Radio also has appointed 
Henry R. Poster, formerly man- 
ager of sales planning of Mutual 
Broadcasting System, manager of 
sales development in New York. 
Theodore Kirby, formerly man- 
ager of the audience promotion 
department of Mutual, has been 
named audience promotion copy 
chief of ABC. 


ABC Film Names 3 V.P.s 


ABC Film Syndication, New 
York, has appointed three new 
v.p.s. They are Richard P. Morgan, 
formerly executive assistant to the 
president, now v.p. in charge of 
business affairs; John Burns, pre- 
viously midwestern manager of the 
company, now v.p. and director of 
national sales, and William Clark, 
previously western manager, now 
v.p. and director of the western 
sales division. 


McGraw-Hill Issues Dividend 


McGraw-Hill Publishing Co., 
New York, has declared a quarter- 
ly dividend of 70¢ a share and a 
year-end dividend of 80¢ a share 
payable Dec. 21 to stockholders of 
record as of Dec. 13. A year ago 
the company declared a quarterly 
dividend of 60¢ and an extra 
of 60¢. 


BUYING POWER. 


IN MISSISSIPPI 
Firat 0 ae WITH 


THE LOWEST MILLINE RATE. 


4 
Firat IN COVERING OVER 212 TIMES 


MORE OF THE MISSISSIPP! MARKET 
THAN ANY OTHER PUBLICATION. 


Zz 
Finat IN PROVEN SALES POWER WITH 


FAMILIES THAT HAVE MOST 


Advertising Age, December 12, 1955 


Getting Personal 


George Biderman, Manhattan p.r. man and onetime AA staffer, 
is the proud father of a bouncing boy, John Olds, born Nov. 15 at 
New York Hospital. Weight 6 lbs., 3 oz. He’s the Bidermans’ second 
child, first son... 

Plans for a Dec. 31 wedding have been made by Marion Ellen 
Travis and Edward T. Broadhurst Jr. of the ANPA Bureau of Ad- 
vertising, New York... 

John Marston, former newspaper promotion man and m.e. of the 
Pet Milk company magazine, has joined Michigan State’s school 
of journalism... 


40TH GOODYEAR—Arnold E. Boedeker (right), director of art and 
exhibits at Goodyear Tire & Rubber Co., is congratulated on his 
40th service milestone with the company by R. S. Wilson (left), 
v.p. in charge of sales, and K. C. Zonsius, director of advertising. 
Mr. Boedeker was the first fulltime artist employed by Goodyear. 


For years now, Walter Lord, when he hasn’t been copywriting 
for J. Walter Thompson, has been searching through archive and 
memory for the complete story of the sinking of the “unsinkable” 
Titanic. The result: his newly published, well-reviewed book, “A 
Night to Remember”... 

Announcement has been made of the engagement of Barbara 
Jeanette Bowman to William C. Allison. The bride-to-be is the 
daughter of Waldo G. Bowman, editor of Engineering News-Record, 
a McGraw-Hill publication... 

Olivia Stuart and Keith McFadden, Benton & Bowles, New York, 
were married Nov. 26 in Manhasset, N. Y... 


eect titties ee 
* 


THIS IS YOUR LiFE—Jack Forbes, right, Kelley-Smith Co., v.p. of the 
Los Angeles chapter, American Assn. of Newspaper Representatives, 
tenders a gift to Bob Welty, Young & Rubicam media buyer, who (j 
has been transferred from Los Angeles to San Francisco. The oc- 
casion was a farewell party held by the representatives’ group. The 
assortment of items topped by his name were intended to portray 
Bob Welty’s life: the grapes and wine the fact he was born in : wat 
Fresno, Cal., the shoe his fondness for skating, and the trumpet his 
musical interest. 


For the sixth consecutive year, Harold E. Fellows, president of 
the National Assn. of Radio and Television Broadcasters, has been 
named chairman of the March of Dimes National Radio-Television 
committee. Assisting him during 1956 will be Don Durgin, ABC- 
Radio v.p.; John H. Mitchell, ABC-TV v.p.; Howard G. Barnes, 
CBS-Radio v.p.; Hubbell Robinson Jr., CBS-TV v.p.; Robert A. 
Monroe, MBS-Radio v.p.; Charles T. Ayres, NBC-Radio v.p.; and 
Thomas A. McAvity, NBC-TV v.p. .. 

Nov. 26 was the wedding day of Helen B. Murray and John C. 
Cornelius Jr., son of Jack Cornelius, retired executive v.p. of 
BBDO, who is now president of American Heritage Foundation. 
The marriage was solemnized in the Cathedral Church of St. Mark, 
Minneapolis... 

Ben Duffy, BBDO president, has been named chairman of the 
telethon talent committee of the Arthritis & Rheumatism Founda- 
tion to recruit stellar performers for the foundation’s 19-hour tv 
show Jan. 14 over WABD-TV, beginning at 10 p.m. Funds raised 
will be donated to the current “Stop Arthritis” drive... 

Richard E. Berlin, president of the Hearst Corp., has been ap- 
pointed to the national board of directors of the Boys’ Club of 
America... 
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The 


New Yorker 


really 


around! 


i 


Out in the Middlewest, sharp eyes watch The New Yorker 
like a weathervane. The New Yorker really gets around in the area 
the marketeers call “North Central.’’ More than one fifth of The New Yorker’s 
total U. S. circulation goes into that section every week. And wherever 


The New Yorker goes, it reaches the people other people follow.* 


*The presidents of 6 of the “Big 10” universities in the Western Conference are New Yorker subscribers. 
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IN TODAYS EFFORT 


OUTDOOR ADVERTISING | 
MESSAGE MORE 


“Each year the great universal appeal of religion goes 
out to men, women and children of all faiths, all races, 
all walks of life through the medium of outdoor post- 
ers. The Outdoor Advertising Industry’s generous 
support of the Religion In American Life program is 
making a powerful contribution to the advancement 
of religion throughout the country.” 

JOSEPH H. McCONNELL 

National Chairman 


The Committee on Religion in 
American Life 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N.Y. 


ATLANTA « BOSTON «+ CHICAGO + DETROIT «+ HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS + SAN FRANCISCO «+ SEATTLE 


Copyright 1955 Outdoor Advertising Inc. 
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POSTERS 
BULLETINS 


NOW AVAILABLE... 


KANSAS CITY IS SOLD on 


SPECTACULARS 
New Rotary Bulletin 


MN 


Austern Leaves Politz 

Harold S. Austern, formerly 
with Alfred Politz Research, has 
joined Paristyle Beauty Salons 
Inc., New York, as head of the 
publicity and research department. 


Mackey Joins ‘Fortnight’ 

Joseph E. Mackey, formerly 
with the Philadelphia Daily News, 
has joined the New York sales 
staff of Fortnight. 


DAILY.... 


(Monday through Friday) 


SUNDAY... 


: Adve rtising ond 
 Cieeviation. JESSE H. JONES, Publisher 
JOHN T. JONES, JR., President 


230645 


*See ABC Publisher’s Statement 
For Period Ending September 30, 1955 


THE HOUSTON CHRONICLE 


R. W. McCARTHY, Advertising 
M. J. GIBBONS, ead Aoi tee. 


THE BRANHAM COMPANY —National Representatives 


Advertising Age, December 12, 1955 


Radio, TV Stimulate Interest, Fans Feel; 
But Baseball Attendance Is Still Hurting 


(Continued from Page 3) rather than the admission prices 
Telephone Co. employes, by a sub-| themselves. 
stantial majority (59.3%), said| The report flatly recommends 
they “wouldn’t pay anything” to|increased promotion for baseball, 
see a game of baseball on tv. Sim- and research by baseball clubs in- 
ilar statements came from 57.7% | to their customers. Such research 
of Lockheed employes’ recreation | immediately turns up the fans’ un- 
club members; 60.8% of George S.|happiness about physical and 
Thompson Corp. employes; 52% of| parking facilities of ball parks as 
respondents in a Los Angeles| well as complaints about other ac- 
Times poll. commodations. The fans want 
Only in a poll of Baltimore &| easier access to tickets, and they 
Ohio Railroad employes did toll tv| also want more courtesy and com- 
come off well, and there 44% said| fort within the stadium. 


they wouldn’t pay anything. 

The B&O questionnaire also| NO DEFINITE ACTION 
contained a question about tv and| ON O’MALLEY PLAN 
radio commercials on _ baseball Curcaco, Dec. 7—No definite ac- 
broadcasts, and broadcasting men | tion was taken on radio and tele- 
will be heartened to know that| vision by the major league base- 
43% of the respondents think| pall clubs at their meeting here. 
they’re about right. Some 27% find | The National League endorsed the 
them too frequent or too long,| proposal of Dodger President Wal- 
while 3% found them “too offen-| ter O’Malley to set up a game-of- 
sive,” and an encouraging 9.2% |the-week program to be operated 
found them “interesting or infor-|py the major leagues, but the 
mative.” About 17.5% had no American League took no action 
opinion on the subject. on the proposal. 

Actually, the National League 
expressed support of the O’Malley 
plan and suggested it be given fur- 
ther study. It has been estimated 
that such a plan would yield $3,- 
000,000 in revenue to baseball, of 
which half would go to the minor 
leagues. The minor league meeting 
had sent up a resolution favoring 
such a program, but because its 
wording was offensive to the 
majors they rejected it. 

The majors voted down pro- 
posals by the minor leagues for 
restrictions of broadcasts in their 
territory. 


® While other problems also per- 
plex baseball, attendance is prob- 
ably the principal one. Here the 
Fitzgerald report found that, de- 
spite an increased interest in base- 
ball, the sport suffers from turn- 
stile trouble. The most evident 
spot is the minors, where attend- 
ance has dropped 30,000,000 in 
seven years. The majors are off, 
too, from the 1947-48 peak, but 
their attendance pattern is propor- 
tionately higher than population 
increase. 

However, the report emphasizes, 
baseball is failing to get its share 
of the entertainment dollar. It 
lags behind horse and dog racing, 
college football and billiards and 
bowling. Less money was spent on 
professional baseball tickets than 
on popcorn for movies, and while 
recreation expenditures have 
grown 30% since 1948, baseball 
attendance over-all is down 21%. 


® It was not indicated when 
O’Malley’s plan might be imple- 
mented in New York. Dancer- 
Fitzgerald-Sample is lining up tv 
rights for the Saturday game-of- 
the-week on CBS, to be sponsored 
this year as last by Falstaff Brew- 
ing, in its sales territory. D-F-S 
currently has seven clubs in both 
leagues set for 1956; the game will 
have the same limitations as last 
year, when it was seen on about 
140 stations. The best guess seems 
to be that when and if the O’Mal- 
ley plan became effective, all net- 
works might be interested in bid- 
ding for it, but no one seems to 
think it will be operative before 
1957 at the earliest. 


® The report suggests that base- 
ball can either raise its prices and 
try to hold its attendance, or hold 
the price line and try to boost at- 
tendance. Baseball prices have 
been the same for about six years, 
and many complaints about prices 
often turn out to be aimed at con- 
cessionaires and parking, etc., 


Iowa Dealers Fi RST ICE ° 


‘ 


2m iB 2: 


Wallaces’ 
Farmer 
and lowa 
Homestead 


Pub. A 


An Iowa hardware wholesaler 
asked his Iowa dealers: “In 
what farm publication do you 
prefer to see advertising for 
merchandise you sell?” The 
chart shows the results. 


Pub.B BLwez5 
4.2% 
3.5% 


Other dealer preference sur- 
veys on request. 


1.4% 


Let us help you with a poll of your 
lowa dealers’ preference. 


V4 t/t 


No. 1 — in the No. 1 Farm Market in the Nation! 


WALLACES’ FARMER 
and IowA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER * DES MOINES, IOWA 
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than any other newspaper 


Your advertising goes home, stays home, 
is read at home in the pages of the favorite 
newspaper in Greater Philadelphia’s multi- 
billion-dollar market—The Evening* and 
Sunday Bulletin. 


There’s unusual interest in the sparkling 
new appearance of The Sunday Bulletin. 
With 10 separate sections and R.O.P. edi- 
torial and advertising color, The Sunday 


*Largest evening newspaper in America 


Bulletin is published on new presses, in 
new type, in the most modern newspaper 
plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they buy 
it, read it, trust it and respond to the adver- 
tising in it. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 


reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atianta * Los Angeles © San Francisco 
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Canadian Drys Protest Beer Commercials 
Buffalo Stations ‘Bootleg’ Across Border 


Toronto, Dec. 6—The Canadian 
Temperance Federation resolved 
last week to ask the U.S. Federal 
Communications Commission to 
put an end to the “sabotaging of 
Canadian anti-liquor advertising 
laws by beer broadcasts on Buf- 
falo tv and radio stations.” 

The Federation, here for its an- 
nual meeting, adopted a suggestion 


in newspapers and other media. 
The Canadian Broadcasting Corp., 
which regulates radio and tv in 
Canada, does not permit any 
broadcast advertising by such 
manufacturers without provincial 
sanction. 

“We are going to do something 
about it, with your help,” Dr. 
Hooton said, and he promised to 


pe ey ee 


take up the matter with the FCC. 
Dr. H. M. Rae, of Ottawa, told 


the delegates the resolution is in 
Federation had | 


order since the 
been advised to do it by U.S. tem- 
perance groups. 

The resolution asked that the 
FCC restrain breweries, wineries 
and distilleries from using U.S. 
radio and television stations “to 
get their message across to Cana- 
dian audiences.” 

The Rev. Ben Spence, a veteran 
temperance crusader, suggested the 


Advertising Age, December 12, 1955 


|Ontario Liquor Control Board 


blacklist all firms which use Buf- 
falo stations to advertise their 
products. 


Tatham-Laird Names Gorman; 
Adds to Research Staff 
Tatham-Laird, Chicago, has ap- 
pointed Howard Gorman a mer- 
chandising manager. Mr. Gorman 
formerly was advertising manager 
of the Gaines division of General 
Foods Corp., and prior to that was 
with Swift & Co. as assistant man- 


ager of the Pard dog food depart- 
ment. 

Tatham-Laird also has named 
Miriam Levin a research psychol- 
ogist on its creative research staff. 
Miss Levin for the past two years 
has been in motivational research 
work in England. The agency has 
appointed Toni Lillehei an inter- 
viewer and junior analyst on the 
same staff and has promoted Mrs. 
Joyce Reider to traffic manager 
of the creative research depart- 
ment. 


by a U.S. temperance advocate, Dr. 
Caradine Hooton, of Washington, 
D.C., that it help him do something 
about the problem. 

Dr. Hooton, exec. secretary of 
the Methodist Board of Temper- 
ance in the U.S., said he is shocked 
to think that Ontario’s “fine laws” 
on liquor and beer advertising are 
being weakened by programs orig- 
inating in U.S. radio and televi- 
sion stations. 


Sallie \ecidatlth wirenite awe An example of the power of a few words in print... 


and liquor manufacturers to place 
only institutional-type advertising 


America Discovers the 


Family Doctor: 
Model 1955 


.- give them 


OAK 
BALLOONS 


in the new 


ERHAPS you may not have known 
Pins the fine old family doctor of 
fifty years ago has a modern counterpart r 
—and, chances are, the 1955 model is a 
far better doctor! Because doctors can’t 
tell their patients about their qualifica- 
tions, many Americans have never real- 
ized how well prepared today’s general 
practitioner is to meet the medical needs 
of the whole family. 

But in February of this year Reader’s 
Digest ran an article, “Family Doctor: 
Model 1955,” by Paul de Kruif, which 
described how American general practi- 
tioners have dedicated themselves to a 
great ideal of service. 

Some 20,000 family doctors, as mem- 
bers of the American Academy of General . | 
Practice, spend at least 150 hours every | 
three years in postgraduate medical 
study at school—thereby providing them- 
selves with a means of keeping aware of 
medicine’s progress, of making certain 
that they have the latest proven drugs 
and medical techniques. 

The Digest article mentioned the fact 
that the names of Academy members 
could be secured by writing to the Ex- 
ecutive Secretary, Mr. M. F. Cahal. 
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TYING STRING SEALED IN WITH EACH BALLOON 


© MORE APPEALING as giveaways in 
shiny cellophane. 


© TOPS for In-the-Box Premiums. 


@ WITH IMPRINTS or without, all 
sizes and shapes of balloons 
can be sanitary-sealed. 


© 2, 3 or MORE balloons can be 
sealed in one sanitary pack. 


© LOWER COST and more attractive 
than other balloon packaging. 


Write Today 
For Details 
and Prices 


SS Pr 
The OAK RuBBERCO 
220 Sycamore _— Ravenna, Ohio 
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Advertising Age, December 12, 1955 


21 Sponsors Sign 
for New Extension 
Plan, NBC Reports 


New York, Dec. 7—An eight 
weeks’ progress report by George 
H. Frey, v.p. in charge of sales for 
NBC-TV, shows that the net- 
work’s program extension plan 
(AA, Oct. 10) has been signed by 
21 advertisers for 19 programs. 

The PEP concept was advanced 


by NBC to make small market 
stations more attractive for spon- 
sors. Under this plan 44 stations 
were offered to advertisers as a 
“dividend” buy. An advertiser who 
buys about half the group of sta- 
tions gets the rest free—or a 100% 
dividend. 

The PEP group since has been 
realigned to include six more 
stations—KTVO, Ottumwa, Ia.; 
WSIL-TV, Harrisburg, Ill; WCTV, 
Tallahassee, Fla.; KRBB-TV, El- 
dorado, Ark.; KMID-TV, Midland- 


Odessa, Tex., and KHAD-TV, 
Laredo, Tex. Three stations have 
so much business from various 
networks that they have been de- 
leted from the list. They are 
KBES-TV, Medford, Ore.; KIEM- 
TV, Eureka, Cal., and KVDO-TV, 
Corpus Christi, Tex. 


= Sponsors ordering the full PEP 
list have included Pet Milk Co., 
Liggett & Myers Tobacco Co., Ar- 
mour & Co., RCA, Sunbeam Corp., 
Whirlpool Corp., and Chevrolet. 


NBC-TV’s strategy to get longer 
network lineups includes a penal- 
ty as well as a reward. As of Nov. 
1, sponsors not carrying 100 sta- 
tions or not permitting their pro- 
grams to be fed free, with com- 
mercials deleted, to unordered 
stations could be penalized by the 
loss of as much as 10 percentage 
points in their discounts. 

Thus far the penalty has not 
been invoked. Advertisers on NBC 
at the time the innovation was 
announced are protected for a six 


AMERICA DISCOVERS THE FAMILY DOCTOR: MODEL 1955 


What happened then was described by Mr. Cahal 
in his annual report to the Academy: 

“It was just a month ago that the Digest article 
appeared. By this week over 70,000 letters have been 
received, asking for lists of local Academy members. 

“Fortunately, we had already leased additional 
office space and put on extra help to cope with the 
flood of correspondence.” Recently Mr. Cahal 
wrote to the Digest: “Aside from the sheer impact 
of numbers, some other aspects of the extraordinary 
response are significant and revealing. 

“One was the high intellectual quality of the letters. 
95% were brief, intelligent, to the point. Among the 
writers were corporation presidents, educators, city 
managers, distinguished artists, and intelligent 
housewives. About 60% came from people who had 
recently moved and wished to know the names of 
competent family doctors in their new communities. 

“Today, six months later, inquiries are still coming 
in at an average rate of 100 a day. Some of these stem 
from a late reading of the Digest article. Others are 
prompted by continuing references to it. The Digest 
article is still inducing action.” 


Excellent articles about the American Academy of 
General Practice had appeared previously —but with 
no such response as followed the Digest article. 


eader’s 


: two magazines published. 


What made Digest readers react so positively to the 
“Family Doctor”? Why did they turn so readily to 
a group they had just learned about through the 
Digest for guidance on so personal a subject as the 
selection of a family physician? 

The explanation is simply that people—millions 
of people—have faith in Reader’s Digest. This faith 
... 80 widely shared and so often expressed ... over 
and over again leads people to action... produces 
results without parallel. 

The impact of Reader’s Digest upon millions of 
people throughout the U.S. and all over the world 
has been lasting and deep. Because of this impact 
and their faith in the magazine, readers are more 
willing to give ready acceptance to ideas they get 
from Reader’s Digest. 

And now—through advertising in the Digest — 
American business is telling the important story of 
its outstanding products and services to the largest 
magazine audience in the U.S. Nearly twice as many 
people buy the Digest, each issue, as any other 
magazine. In most metropolitan areas its circulation 
is larger than the combined circulation of any other 


65 Million Readers 


The Reader’s Digest is bought in every country 
on earth where people are free to read what. they 
please. Pajd circulation is over ten million copies 
a month in the United States and 18 million 
copies (in 13 languages) throughout the world. 
As research shows that each copy is read by an 
average of more than three people, the total read- 
ing audience is estimated at 65 million a month. 


Digest 


Largest magazine circu lation in the world 
Over 10 million copies bought in the U.S. alone * 18 million throughout the free world 


months’ period—that is, six months 
after the effective date of last 
Nov. 1. None of the new adver- 
tisers which have joined the net- 
work’s tv lineup since that time 
has ordered less than 100 stations. 


Parets Named to Head All 
Advertising at P&T 


Edwin Parets, advertising and 
merchandising director of the 
liquor and wines division of Park 
& Tilford Distillers Corp., New 
York, has been elected a v.p. of the 
company and placed in charge of 
all advertising, sales promotion 
and merchandising of the parent 
company and its subsidiaries. This 
includes, in addition to liquors and 
wines, Tintex household dyes, 
Winx eye beautifiers and Park & 
Tilford perfumes and cosmetics. 

In 1938 Mr. Parets joined the 
advertising department of Schen- 
ley Industries; in 1947 he became 
advertising and sales promotion 
manager of Schenley Import Corp., 
and became ad manager of P&T’s 
liquor division in 1954. 
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GROUP DO YOU 
WANT TO SELL 
IN CANADA ? 


Canadians like their own 
national business publications. 
A recent survey* explains how 
much. Here are some reasons 


why: 


+ « « because they’re edited for 
Canadians with an eye to 
Canadian needs. 


+ « « because the books provide 
good advertising display 
and sound, readable 
editorial matter. 


+ « » because space costs are 
low in relation to the 
publications’ deep pene- 
tration in the national 
Canadian market. 


Write to-day for information on 
Canada’s 105 BNA publications. 


*Gruneau Research 
Bulletin 1954 


on request. 
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No. 6 in a series 
illustrating 

Food Field Reporter's 
widespread industry 
coverage at all 
executive levels. 


Arthur C. Fatt Everett W. Hoyt Duane Jones 
Executive Vice President President President 
Grey Advertising Agency Charles W. Hoyt Co. Duane Jones Company 


ee 


a 
Sk eee 


Kenneth W. Plumb 
Vice President 
D'Arcy Advertising Co. 


Milton Goodman 
President 
Lawrence Gumbinner, Inc. 


M. Friedman 
Premium Buyer 
Benton & Bowles, Inc. 


Fred Gardner 
President 
Fred Gardner Co., Inc. 


a 
E. F. Moeller 


Media Director 
Buchanan & Co., Inc. 


Thomas R. Vohs Ernest J. Hodges 
Vice President Vice President 
Anderson & Cairns, Inc. Guild, Bascom & Bonfigly 


Sidney Silleck 
Account Executive 
Kenyon & Eckhardt, Inc. 


Agency Executives like these 
read Food Field Reporter 


Few consumer industries are more complex and hotly competitive than 
the mammoth food field. Nor do they demand a more intimate knowledge 
by advertising agency executives of the countless marketing and promotion 
techniques necessary to sell effectively in the field. 


Food Field Reporter talks to agency men from the manufacturer’s point 
of view. It presents a timely and significant picture of happenings and 
competitive practices in the sale, advertising, merchandising and packaging 
of food and grocery products. It is as essential as the advertising field’s 
own business publications — and is received by every agency servicing a 
prominent national or sectional food advertiser in the country today. 


This agency coverage is paralleled by blanket manufacturer coverage, 
where Food Field Reporter reaches 9 out of 10* decision-making execu- 
tives in leading food firms. Which is why, for 23 years, Food Field Reporter 
has been a vital selling tool for suppliers and service firms wishing to do 
business in America’s biggest consumer industry. And why it can prove 
equally vital and productive for you! 


How BIG is Your Biggest Market? 


(1964 FIGURES) 


Gross Sales $64,200,000,000 
Advertising investment .............. $711,307,000 
Packaging Investment ................ $4,000,000,000 
Point-Of-Sale investment ............ $70,000,000 
Raw Material investment............ $5,490,000,000 
Equipment Investment .............. $673,200,000 


Food Field Reporter 


330 West 42nd Street, New York 36, N. Y. 


*Recording & Statistical Corp. Study (1954) 
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child Aviation Corp. and Colonial 
Air Transport before entering the 


Thomas Hackett, 


+t : soft drink business in the late 
Authority on Media 1930s. He was a member of the 
at Y&R, Dies at 49 American Aeronautical Assn. and 


the American Arbitration Assn. 
New York, Dec. 8—Thomas M. 
Hackett, 49, associate director of |JAMES ENGLANDER 
media relations for Young & Rubi-| New York, Dec. 6—James Eng- 
cam, died yesterday in Northern jander, 63, since 1924 an advertis- 
Westchester Hospital. He had re- ing copywriter for Metro-Gold- 
cently been operated upon and was| wyn-Mayer, died yesterday at 
convalescing at home, but suffered [nox Hill Hospital. Born here, 
a relapse and returned to the hos-| Mr, Englander, after graduating 
pital the day before he died. from Columbia University, was a 
A native of Yonkers, Mr. Hack-| reporter on several newspapers 
ett started his advertising career|anq motion picture magazines be- 
after leaving high school, with the | gore joining MGM 31 years ago. 
old J. W. Blake advertising agency. 
He joined Y&R in August, 1927. SEYMOUR BLUM 


After training periods in the agen- New York, Dec. 6—Seymour 
cy’s accounting and traffic depart- Blum, 53, head of the advertising 
ments, Mr. Hackett became a space agency of that name, died Nov. 30 
buyer. In 1935 he was made man-|.+ pis home here. He was grad- 


ager of the media department, a|yated from New York University 
position he subsequently relin- in 1927. He started his agency 


quished because of illness. Since ca ith th one 
1952 he has been associate director Sour Looup-Giamaee Ane hen ends 


of — eile nee in 1927 and started his own agency 
e was a nationally recognized | in 1929. In recent years he was 


authority on newspapers and mag-| active in the League of Advertis- 
azines as advertising media and ing Agencies 
was well known to publishers’ , 


representatives from all over the 

U.S. He was regarded as an expert a *- a George Platt 

on reader characteristics, printing Lynes, 48 fashion and advertising 

facilities, circulation practices and hot ? h h k 

advertising costs, and his advice |P20}8rapner, whose work ap- 
. peared frequently in Harper’s Ba- 


was sought frequently by other 
P - zaar, Life, Vogue and other mag- 
media and marketing authorities. azines, died yesterday in New 


York Hospital after a long illness. 
H. EARL BUTCHER A bachelor, he lived with his 


New York, Dec. 8—H. Earl|prother, Russell Lynes, managing 
Butcher, 52, v.p. and board mem-| editor of Harper’s Magazine. 
ber of Progressive Farmer, Bir- 


mingham, Ala., who was in charge GEORGE DOUBLEDAY 
of the publication’s eastern terri- New York, Dec. 8—George Dou- 


tory, with offices here, died yes-|bjeday, 89, who retired early this 
terday of a heart attack. Born in| year as chairman of Ingersoll- 


Cranbury, N. J., he was graduated) Rand Inc., died last night at his 
from Rutgers University in 1925.| home in Ridgefield, Conn., after a 
He had been associated with the| jong iliness. He joined the compa- 


farm publication ever since. ny in 1894 when it was known as 
Ingersoll-Sergeant Drill Co. He be- 
TALBOT O. FREEMAN came president in 1913 and was 
New York, Dec. 8—Talbot Otis! board chairman from 1936 until his 
Freeman, 65, who retired in 1950/ retirement last January. 
as a v.p. of the Pepsi-Cola Co., 
died yesterday in Boston after a} EDWARD A. CHAPPELL 
long cardiac illness. Following his} Los Gatos, CAL., Dec. 6—Ed- 
graduation from Harvard in 1914,| ward A. Chappell, 69, retired pub- 
he served in World War I as an of-|lisher of the Poughkeepsie New 
ficer in the 140th Air Squadron.| Yorker, who moved to Los Gatos 
After the war he was active in|last June, died here Dec. 1. At 
aviation, and on July 2, 1926 he|the time of his death he was di- 
piloted the first airmail flight be-| rector and v.p. of Speidel News- 
tween New York and Boston. ire| Visalls and Visalia Newspapers, 


held executive positions with Fair-| Visalia, Cal. 


@ MARION 
EAST LIVERPOOL @ 


Like a letter from home, our papers bring 
their communities into every reader's 
living room with a warm, personal, 
human touch that inspires confidence. 


7 “ONE-NEWSPAPER” Markets 
with a BILLION DOLLARS 
plus in retail sales! 


PORTSMOUTH , 


-BRUSH-MOORE NEWSPAPERS 
@ THE CANTON REPOSITORY © THE MARION STAR. 6 THE SALEM NEw: 
 @ THE STeuseNVitiE ©@ THE PORTSMOUTH. TIMES «© THE IRONTON 

HERALD-STAR TRIBUNE © THE EAST LIVERPOOL” Reviry 
represented uationally iey - 
JONM W. CULLER COMPANY. 
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a represented nationally by 
_ Sten, BROOKS & Fimt*y 
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Town Mouse—So glad to see you. We welcome farm folks. Come to town to 
shop? Come to the bank? To get a book from the library? We 


have everything — 
Farm Mouse -—Including most of our money. 


Town Mouse—Of course! Of course! What are towns for? But what values 
you get. And we need the money to buy the things advertised 
in Town JOURNAL. 


Farm Mouse—We have Farm JOURNAL. 


Town Mouse—Yes, I know Farm JournaAL. I’ve heard of General Motors too! 
But let me tell you... 
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| Town Mouse—There’s a magazine—Town Journat! Really comin’ to town! 

4 Circulation up nearly a million. Two million guaranteed now. 

= 

7 Farm Mouse—Farm Journat guarantees three million, four. 

. Town Mouse—What of it? Give us time. Do you twitch your whiskers at two 

million? And this is a Town Magazine. Not cities. TOWNS. 
Where people live. Families own their homes. Have lawns, 
gardens, automobiles. 


Farm Mouse—I hope I’m not parked too near a fire plug. 
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Town Mouse—Towns like this are the very heart of America. Where presi- 
dents come from, and Senators and Governors— 


Farm Mouse—And good ball players. | i 


Town Mouse—So right you are. Wonderful place to live and work and raise 
a healthy family. That’s one of the reasons why Town JouRNAL’s 
caught on so fast. It’s a real family magazine, made by people 
who seem to know us. 


Farm Mouse—On the farm, everyone reads Farm JouRNAL. 
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Town Mouse—Say, Cousin, you can have the floor, but we know Farm JouRNAL 
power. Our stores sell most of the goods advertised in it. 


Farm Mouse—Farm Journat is published on a news magazine schedule. 


Town Mouse—So is Town JouRNAL. 


Farm Mouse—F arm Journat is published in three editions—Central-East, 
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- — ~~ ——— - a 
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Southern and Western. ‘ 
: Town Mouse—Same for Town Journa. Advertisers may buy any one or any 


combination of editions. Mighty handy for copy testing, 
regional advertisers and dealer listings. 


Farm Mouse—Handy for promoting products in the right seasons too. 
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Town Mouse—Three million four hundred thousand is a lot of circulation for 
a farm magazine. Farm JouRNAL must reach nearly one out of 
every two farms in the U.S.A. 


Farm Mouse—Boy, on the better farms it’s thicker than that. It’s like rain— 
saturation, that’s what it is. 


Town Mouse—Also dough. 


Farm Mouse—Also economy. Farm JouRNAL reaches more than twice as many 
farm families as any other farm publication. 


Town Mouse—Well, Cousin, both Farm Journat and Town Journat are good. 
What a wallop when you put ’em together. 


Farm Mouse—Biggest thing in the countryside! 
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Farm Journal | 

| . 
| N 
| : 
a THE COUNTRYSIDE UNIT 
= BUILT ON LEADERSHIP—For more than 15 years FARM JOURNAL 

| has been the largest selling farm magazine. In less than 3 years, TOWN 

JoURNAL has passed the 2 million mark. SERVING LEADERS—used 

by more than 200 advertisers, large and small, who recognize the power 

4 and effectiveness of this approach to the vast non-metropolitan market 

, of town and farm. MORE THAN 5 MILLION SUBSCRIBING 

| FAMILIES—Nothing matches the coverage and the influence of the 

Countryside Unit in America’s best market. 
TOWN JOURNAL | 


—— The Countryside Unit 


FARM JOURNAL 


Washington Square, Philadelphia 5, Pa. 
Graham Patterson, Publisher « Richard J. Babcock, President 
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Atlantic City’s druggists are happier No wonder smart business men are 
than ever before! Why? Because At- netting big sales in this prosperous 
lantic City’s families spend a total market. Whether it’s drugs, deter- 
of $6,616,000.00 on drugs per year, gents, toasters or tires, it’s well worth 


ATLANTIC CITY IS BIGGER THAN YOU THINK! 
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Cleveland's Fenn 
College Publicizes 
Finances in Ad 


CLEVELAND, Dec. 6—Fenn College, 
backed by business and industry 
here, has made a_ business-like 
move that is novel for colleges— 
advertising its finances. 

In a half-page advertisement ap- 
pearing in the Cleveland Plain 
Dealer Nov. 16, the college report- 
ed its 1954-55 financial operations. 

Under the headline, “Annual Re- 
port,” came a subhead, repeating 
Fenn’s slogan, “a Cleveland insti- 
tution dedicated to serving the 
Cleveland community.” 


The only newspaper that gets into the homes 


Atlantic City Press 


MORNINGS, INCLUDING SUNDAY 


® Introducing the operating state- 


putting Atlantic City first among your sales effort all year round to sell ,.. covers New Jersey's best Big-City market! | ment were two paragraphs of copy, 


New Jersey’s Metropolitan Areas, your products through the Atlantic 
City Press! 


and 20th in the entire country! 


quoting G. Brooks Earnest, Fenn’s 
president: 


Rolland L. Adams, president 
DeLisser, Inc., national representatives 


People on the Pacific Coast say... 


“Don Lee is ‘Our Station” 


from a survey by Dr. Ernest Dichter 


When Dr. Ernest Dichter, of the Institute for Motivational Research, surveyed Pacific Coast 
network radio he asked listeners which network most nearly typified the West. Results of the 
survey showed that listeners strongly favor Don Lee. 


Don Lee 


Pacific Coast 


Radio 


1s 


a 


EXCERPT FROM THE DICHTER SURVEY: “85% of our respond- 
ents consider Don Lee typical of western living... 
far more typical than any other network. 


70% of the respondents say, ‘Don Lee is our station?” 


For a viewing of the film strip,“The Depth of Penetration of an 
Advertising Medium,” illustrating Dr. Dichter’s survey, write 
to H-R Representatives, Inc., or to the Don Lee Broadcasting 
System, 1313 North Vine Street, Hollywood 28, California. 


“Today, the operation of a col- 
lege or university is big business. 
And like most businesses, a college 
is primarily concerned with im- 
proving the quality and perform- 
ance of its product (the students) 
through the increased skill of its 
personnel (the faculty), produc- 
tion techniques (educational proc- 
esses), and plant improvement and 
expansion (classrooms and labor- 
atories). 

“At Fenn, we have no stockhold- 
ers as such since we are a corpora- 
tion not-for-profit. .... However, 
we feel that the people of Greater 
Cleveland, who have shared in our 
many educational dividends since 
our founding, all own stock in the 
college. 

“And as stockholders,” the edu- 
cator continued, “we know you 
will be interested in this report...” 


= It was believed here that Fenn 
is the first college in the nation to 
publish its annual report in this 
form. 

The operating statement set 
forth income of $1,613,851 with ex- 
penses amounting to $1,608,906, 
leaving the school $4,945 in the 
black. 

In a news story on the same 
page, President Earnest was quoted 
as saying, “The subject of college 
financial operations is usually a 
secret, closely guarded from the 
public eye.” 

He said colleges were too in- 
clined to publish only “certain 
facts and figures’ to make them 
look good or in need of help. 

“Scarcely ever does the inter- 
ested citizen or alumnus get a 
chance to see the full financial re- 
port of a college.” 

Two columns of small type, 
running down the right side, de- 
scribed in some detail these other 
conditions at Fenn: curriculum, 
professional, physical and student 
life. 

Fenn’s work and study program, 
or cooperative plan, quickly won 
and held the interest of the city’s 
industrial and business leaders, 
many of them serving the college 
as trustees. One is Kenneth W. 
Akers, president of the Griswold- 
Eshleman agency. 

Showing no compunction against 
tooting the academic horn, Presi- 
dent Earnest said: 

“Fenn is proud of the fact that 
it is one of the few colleges in the 
country to remain in the black 
since it began in 1923. Fenn has 
done this with no juggling of fig- 
ures and wants the public to see 
how.” 


Macgillivray Rejoins K&E Ltd. 
as V.P. of Canada Operations 

George B. Macgillivray, an ac- 
count executive with Kenyon & 
Eckhardt Ltd., Toronto, from 1950 
to 1952, has rejoined the agency as 
v.p. in charge of its Canadian op- 
erations and a member of the 
board of direc- 
tors. Mr. Macgil- 
livray’s first task 
will be to organ- 
ize and staff a 
Montreal office. 
Donald E. Smith 
continues in 
charge of the To- && 
ronto office. 

Most _ recently 
Mr. Macgillivray oa 
has been _ in George Macgillivray 
charge of Cana- 
dian operations for Leo Burnett 
Co., which he joined in 1952. Be- 
fore joining K&E in 1950, he had 
been with Lever Bros. Ltd. for 
three years in various marketing 
posts. 


Hearst Boosts Williams 

Lee C. Williams, formerly sub- 
scription fulfillment manager, has 
been named director of subscrip- 
tion sales of Hearst Magazines, 
New York. John J. McGuiness 
succeeds Mr. Williams in his pre- 
vious post. 
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HERE’S THE ANSWER—Gino Prato, the 
Bronx shoemaker who parlayed a 
knowledge of opera into $32,000 on 
the “$64,000 Question,” is now 
selling Nuron soles and heels for 
American Biltrite Rubber Co., 
Chelsea, Mass. Quick to snap up 
Gino, Biltrite now has him fea- 
tured in point of sale displays. 


Glass Container Use 
Will Hit High in ‘56, 
Merrifield Predicts 


MIAMI BeEacH, Dec. 6—An all- 
time high in glass container ship- 
ments for 1955, topped by a gain 
of 5% in the first nine months of 
1956, were predicted here last 
week by C. C. Merrifield, v.p. of 
the Econometric Institute, eco- 
nomic consulting organization. 

Speaking before the Glass Con- 
tainer Manufacturers Institute, Mr. 
Merrifield estimated total glass 
container shipments for 1955 at 
134,000,000 gross, an increase of 
7% over 1954 shipments of 124,- 
693,000 gross, and an increase of 
5% over the previous alltime high 
of 127,516,000 gross scored in 1953. 

“Population has increased slight- 
ly less than 2% this year,” Mr. 
Merrifield said, “while total con- 
sumer purchasing power has in- 
creased about 6%. Glass container 
manufacturers have thus shown a 
substantial per capita gain, and 
have slightly improved their posi- 
tion relative to the purchasing 
power of consumers.” 


® All major grades of glass con- 
tainers for domestic use showed 
gains in shipments in ’55 over the 
54 level. 

In his forecast for the first nine 
months of ’56, Mr. Merrifield said 
that higher levels of shipments of 
glass containers to the food, medi- 
cinal and health, household and 
chemical, toiletries and cosmetics 
industries are likely in ’56. In ’55, 
those end-users accounted for 72% 
of all glass container shipments. 


® “Shipments of glass containers 
to the liquor and wine industries, 
which accounted for 10% of the 
55 total,” Mr. Merrifield said, 
“are expected to reach higher 
levels in ’56. Soft drink bottles, 
7% of the ’55 total, will probably 
continue close to the 55 total in 
the year ahead. 

“Glass containers for beer (18% 


110,000 vital 
DEFENSE BUYERS 


read this bi-monthly 
organ of the Armed 
Forces Communications 
and Electronics Assn. 
Tell ‘em HERE... and 
get your share of mil- 
| itary orders! 


NATIONAL 
REPRESENTATIVE 


ma. 6. Cc ° p Pp & Associates 
1475 Broadway, New York 36, N.Y. 
35 East Wacker Drive. Chicago }, !II 


of ’55 industry shipments) are the 
only sizable grade likely to show 
loss of market position in ’56,” Mr. 
Merrifield said. “In the 1930s,” he 
said, “a major growth element in 
the glass container industry was 
returnable beer bottles. Today, 
shipments of those bottles are back 
to the 1939 level. Meanwhile, prod- 
ucts that were unknown or unim- 
portant in ’39 are consuming glass 
containcrs at an annual rate prob- 
ably well over 30,000,000 gross.” 


Duff Mixes in Coupon Drive 


days and resumed Jan. 5, when | 
printed media also may be used. | KANSAS CITY Is SOLD on 
Kastor, Farrell, Chesley & Clifford | 
is the agency. ns 
Chapman Named Publisher SPECTACULARS 
Jenkins Publications Inc., Los 
Angeles, has appointed Frank NOW AVAILABLE... New Rotary Bulletin 
Duff Baking Mix Corp., Newark, _Chapman publisher of Gas. Mr.) (2 1. 
Tae pence renner 


is featuring a coupon promotion Chapman has been editor of the 
for its ginger bread mix. Coupons magazine for the past three years. 


33 


good for 13¢ on the next purchase ' Charles Murphy Joins Frito advertising-public relations divi- 
of any Duff mix are distributed | Charles H. Murphy has joined| sion. He formerly was a marketing 
inside the ginger bread mix pack-| Frito Co., Dallas, as administrative | representative of Coca Cola Co., 


ages, which have been redesigned. | and merchandising assistant for the | with headquarters in Dallas. 
Spot radio in 28 markets is being | 


used to mid-December. Advertis- | 
ing will be suspended for the holi- | 


THE OTTAWA CITIZEN «+ 


“ARE You 


THE rE 
SALES ACTION 


You GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS § 


THE CALGARY HERALD - 


\y 


The Southam Newspapers serve many of Canada’s 
richest markets from Ottawa to Vancouver. Their history of 
sound journalism, integrity and service makes the Southam 
Newspapers a premium medium for helping you to sales 
action when you invest your advertising dollar in their 
columns. Are you getting your share of the $1,600,000,000 
retail dollars spent in the markets served by Southam 
Newspapers? Maybe we can help you—service is our business. 


TORONTO MONTREAL GREAT BRITAIN UNITED STATES 

The Southam Newspapers = The Southam Newspapers _—F. A. Smyth Cresmer & Woodward Inc. (Can. Div.) 
388 Yonge St. 1070 Bleury St. 34-40 Ludgate Hill New York, Detroit, Chicago, 

K. L. Bower, Manager J. C. McCague, Manager London, E.C.4, England = San Francisco, Los Angeles, Atlanta 


THE WINNIPEG TRIBUNE + THE MEDICINE HAT NEWS 
THE VANCOUVER PROVINCE £-1953 


THE HAMILTON SPECTATOR + 
THE EDMONTON JOURNAL «+ 
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WALT Appoints Baskerville 


Charles G. Baskerville, for three 
years general manager of WNAO- 


TV, Raleigh, N. C., has been 
named general manager of WALT, 
Tampa, Fla. 
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Fal oift. of good tacto! 


Well known... 


Really appreciated... 
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‘Defender’ to Go 
Daily in Chicago 


Cuicaco, Dec. 6—The Chicago 
Defender, which last week cele- 
brated its 50th anniversary as a 
weekly newspaper for Negroes, 
will become a daily starting next 
February. 

John H. Sengstacke, editor and 
publisher, said the new Daily De- 
fender will aim at the city’s total 
population, not just the Negro 
community. Its price (5¢) will be 
competitive with that of the met- 
ropolitan dailies, and Mr. Seng- 
stacke said he hoped for an even- 
tual circulation of 100,000. The De- 
fender’s current weekly sale is 
63,000. 


® Under present plans, the news- 
paper will be a morning tabloid, 
appearing Monday through Thurs- 
day. The present standard-size 
Defender (price, 15¢) will continue 
to appear as a weekend paper. The 
new Defender is described as the 
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second Negro daily in the country 
(the Atlanta World is the other 
one). 

Robert S. Abbott Publishing Co., 
which publishes the Defender and 
six other Negro weeklies, is back- 
ing up the new move with a $1,- 
000,000 plant-construction pro- 
gram. The newspaper chain’s 
founder, Robert Sengstacke Abbott, 
made his start by launching the 
Chicago paper from the kitchen of 
a rooming house in 1905. 

Mr. Sengstacke succeeded his 


uncle as publisher and president | ° 


in 1940. 


Minneapolis Adclub Replaces 
Bulletin with Magazine 

The Advertising Club of Min- 
neapolis is replacing its “Ad Club 
Bulletin” with a monthly maga- 
zine, with the January, 1956, issue. 
The official publication of the ad- 
club, the magazine will be 8%x11”. 

Advertising rates, based on 3 
columns per page, are $210 per 
page for 5 insertions and $200 per 
page for 10 insertions. 


Ten to one J. B.’s new media assistant forgot 


that things have changed in Cincinnati,’’* 


CHANGE No. 2: 


*“CHANGE No. 1: The daily with the largest CITY ZONE circulation 


is now the Cincinnati Enquirer. 


The daily that carries the MOST ADVERTISING 
is now the Cincinnati Enquirer, 
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And... as always... SOLID Cincinnati reads the Cincinnati Enquirer © Represented by Moloney, Regan & Schmitt, In 
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TRU MIMIATURS 
Latest Modal Cars 


AUTO-MOBILE—This toy car rack can 
be used either as a mobile or 
counter display, is converted from 
the shipping carton liner. Product 
Miniature Co., Milwaukee, is the 
toy maker; Bert S. Gittins Adver- 
tising, Milwaukee, is the agency. 


Lever Returns to 
CBS Radio; Revlon 


Drops Its Simulcast 


New York, Dec. 6—Last week 
was both happy and sad for CBS 
Radio. 

The pleasant part of the picture 
was contributed by Lever Bros., 
which decided to resume sponsor- 
ship of “Aunt Jenny” after a brief 
layoff. The soap maker dropped 
the daytime serial in March after 
an 18-year run. 

Dark colors, however, were pro- 
vided by Revlon, which decided to 
stop simulcasting the ‘$64,000 
Question” after a mere nine weeks. 
The quiz returns to a_ tv-only 
schedule next week. 

The decision to drop the radio 
series, which was bought before 
he came, was made by Revlon’s 
new advertising v.p., George 
Abrams. Convinced that radio is 
picking up a lot of bonus audience 
for the show—such as_ people 
riding in cars—CBS sales chiefs 
are trying to talk Mr. Abrams into 
keeping the program on for a few 
more weeks—at least until they 
have the Nielsens to show the pop- 
ular reaction. 


® Lever has signed for full spon- 
sorship of “Aunt Jenny” three 
days a week and half sponsorship 
two days. Featured products will 
be Spry, Silver Dust and Breeze. 
Foote, Cone & Belding represented 
Lever in this contract, which is ef- 
fective Jan. 2. 

This is the second major day- 
time sale made by Columbia in re- 
cent weeks. Hazel Bishop Inc. will 
present ten segments weekly of 
four soap operas, starting the first 
Monday in 1956. Together these 
sales amount to $2,750,000 in an- 
nual gross billings, according to 
John Karol, CBS Radio v.p. 

Meanwhile, Pond’s (J. Walter 
Thompson Co.) is negotiating for 
seven weekly segments on the net- 
work’s daytime strips. 


Mrs. Roger Thorsen Dies 

Mrs. Ann Carroll Thorsen, 30, 
wife of Roger Thorsen, an adver- 
tising salesman for Sports Illus- 
trated, was killed in an automobile 
accident near Mount Kisco, N.Y., 
Dec. 2. The brakes of the car in 
which Mrs. Thorsen and her hus- 
band were driving failed to work 
as the car descended a steep hill. 
It struck a pole and overturned. 
Mrs. Thorsen was killed, and Mr. 
Thorsen is in Northern Westchester 
Hospital. 


Railroad Boosts Clifford 

Pier Clifford has been named 
assistant to the advertising man- 
ager of the Chesapeake & Ohio 
Railway. Mr. Clifford moves to the 
C&O’s Cleveland headquarters from 
Richmond, Va., where he has been 
staff assistant on research in the 
passenger department. 
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Budweiser 's New 
Slim Can Is Aimed 
at Woman Buyer 


St. Louis, Dec. 6—In recognition 
of the increasing volume of beer 
purchases by women in grocery 
stores, Anheuser-Busch has intro- 
duced a new line of “high style” 
packages “designed to appeal to 
the woman buyer.” 

Fred W. Webber, director of 
merchandising for the brewer, re- 
ports: “We believe that the innate 
preference of women for grace, 
beauty and style carries over to 
the purchase of beer. Home con- 
sumption is on the increase, and 
we at Anheuser-Busch have real- 
ized that the housewife who pur- 
chases Budweiser with her weekly 
groceries is part of a tremendous 
market. As such, her tastes and 
preferences deserve special con- 
sideration.” 

Last month, Anheuser-Busch be- 
gan packaging all its 10-ounce 
cans in a new “slim” container— 
six to a “fashion pack.” The cans 
are the same height as the stand- 
ard 12-ounce cans, but smaller in 
diameter. They have a tall, slender 
look and are easy to handle and 
store. 

The six-can carton illustration 
features hands formally-gloved in 
muted gray on a white mat finish, 
with highly-glossed red areas in a 
pointed bow shape. 


® On master cartons of eight 6- 
packs and on cases of 24 cans, the 
natural kraft brown color substi- 
tutes for the white of the 6-can 
pack. Solid black gloves are used 
instead of gray. Black and brown 
combination reportedly is one of 
the favorites in this year’s clothing 
fashions. 

The “slim” Budweiser can will 
be featured nationally in super- 
markets and other food stores. It 
will also be sold in tavern take- 
home departments, package stores, 
restaurants and drug stores. 

The new packages will be mer- 
chandised by point of sale material 
coordinated and complementary in 
design. Tall and slim, the point of 
sale piece shows hands gloved in 
chartreuse and magenta, fingers 
extended towards the “slim” can. 

Also included are a price card 
to be inserted into the six-pack 
and case, an accordion-pleated 
pole display around which the six- 
packs will be stacked and a shelf 
strip for the shelves of the food 
store beer departments. 


‘Jobber Product News’ Is 
Member of BPA, NBP 

Jobber Product News, founded 
last June by Stanley Publications 
Inc., Chicago, has released its first 
Business Publications Audit of 
Circulation report. In becoming a 
member of BPA, the publication 
also becomes a member of Nation- 
al Business Publications, of which 
its publisher, Emil G. Stanley, is 
a director. Stanley Publications 
also publishes Transportation Sup- 
ply News. 

The average total controlled and 
non-controlled coverage of Jobber 
Product News is 46,699; the aver- 
age controlled circulation during a 
six months’ period is 41,122. The 
verified circulation is 39,091. 


Joseph Anderlik Named A.M. 


Joseph Anderlik has been pro- 
moted to advertising manager of 
Consolidated Water Power & Paper 
Co., Wisconsin Rapids, maker of 
Consolidated enamel printing pap- 
ers. Mr. Anderlik also will continue 
his duties as sales promotion man- 
ager, a post he has held for the 
past three years at Consolidated’s 
sales headquarters in Chicago. 
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BEER FOR BELLES—Brewers are making a definite pitch for the femi- 

nine market, even to designing packages with a “high fashion” 

angle. The gloved hands and emphasis on slimness are Budweiser’s 

appeals to the woman shopper. The new can holds 10 oz. instead 
of the usual 12. 


. +. 89% of all the households in 
Montreal contain at least one individual 
who can speak and read English. 


Many other interesting facts about 
Montreal are contained in the Mon- 
treal Star's latest market Study. 
Ask your nearest O'Mara and 
Ormsbee office for a complimen- 
tary copy. 


THE MAN YOU OUGHT TO SEE! 


Looking for increased results from whole states, or the entire nation. 


your 1956 advertising? Then, the 
Trade Mark Service representative 


Hundreds of leading companies in ater 
can help you. His specialty is the Consumer and industrial fields use Find Your i 


‘ , Trade Mark Service to identify 
ee of the telephone branch offices, distributors, whole- in The 
salers, and retail outlets. Among such 

: companies are: Iron Fireman Mfg. 
— Air go —— oe by hes Co., Skil Corp., Container Corpora- 
you terest value; tion of America, Dow Chemical Co., 


Pan American World Airways. 


5 Why not find out how Trade Mark 
tional advertising; how economically Service can help your advertising 
you can cover individual markets, make more sales in 1956? 


He has dollars-and-cents data 


for example, he’ll show you how it 
pinpoints your authorized dealers 
for prospects; how it localizes na- 


Nearest Dealer 


‘Yellow Pages’ 


Displaying this emblem 
in your advertising means 
more sales for your dealers. 


interested? You can reach the national Trade Mark Service 
representative by calling your Bell Telephone business office. 
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Ad Council Honors 


Clarence Francis 


New York, Dec. 6—Some 500 
advertising and media executives 
turned out last week to attend the 
Advertising Council dinner and to 
pay honor to Clarence Francis, re- 
tired chairman of General Foods 
Corp., who was selected to receive 
the council’s annual Public Service 
Award for 1955. 

Mr. Francis is no stranger to 
kudos. In 1954 he received the fol- 
lowing honors: Henry Lawrence 
Gantt Medal for distinguished 
achievement in industrial manage- 
ment as a service to the commu- 
nity; U.S. Chamber of Commerce 
Award; Brazilian Government’s 
Order of the Cruzeiro de 
Sul. In 1953 he received the Na- 
tional Conference of Christians & 
Jews’ Gold Brotherhood Distin- 
guished Service Award and the 
National Assn. of Manufacturers’ 
“Man of the Year” citation. 

Tribute was paid to Mr. Fran- 
cis’ business and government serv- 
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ice (a service which embraced 


‘terms of four successive Presidents, 


and dates from 1933). He worked 


with Herbert Hoover after Mr.) 


Hoover left the White House, and 
Mr. Francis is still national chair- 
man of the Citizens Committee for 
the Hoover Report. 


s Sherman Adams, assistant to the 
President of the U.S., and speaker 
at the dinner, called Mr. Francis 
“one of the few extremely able 
people in America who has never 
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refused, so far as I know, anything| tural commodities that overhang;ABC shows. WOW-TV has been 


anybody asked him to do.” 

Mr. Adams went on to say that 
Mr. Francis might help the gov- 
ernment dispose of 925,000,000 
bushels of surplus wheat. 

“If Clarence Francis had been 
able to sell that, this meeting) 
would have been called in the | 
White House with the President at | 
the head table. If he does it in 
1956, we will give him the White 
House. If he can dispose of $7 bil- 


the market in this country today, 


I think he can be elected President | 


of the United States.” 


NBC, CBS Switch Affiliates 
CBS-TV and NBC-TV_ are 
switching affiliates in Omaha. 
KMTYV, which has been the Colum- 
bia basic in Omaha, but has been 
notified of a contract cancelation 
as of October, 1956, becomes an 
NBC basic station Jan. 1. The sta- 


lion worth of unneeded agricul- 


tion also will continue to carry 


‘carrying NBC shows in Omaha. 
The KMTV announcement means 
that the anticipated CBS switch to 
WOW-TV probably can be effected 
sooner than expected. 


ANA Sets Spring Meeting 

The spring meeting of the Assn. 
of National Advertisers will be 
held March 14-16 at the Home- 
stead, Hot Springs, Va. Invited 
guests, including agency and me- 
dia representatives, will attend. 


“Metalworking will tell you why 


PRODUCTION is ‘in’ on all 


Survey No. 2 
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LIKE COPIES OF ANY OF THESE SURVEYS? 


We will be glad to send them to you. 
Write to American Machinist Research Department ot the address below. 
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Vacuum Cleaner 
Sales Will Be Up 
25% in ‘55: Frantz 


CLEVELAND, Dec. 6—Unit sales of 
vacuum cleaners this year promise 
to top the ’54 total by 25%, the 
Vacuum Cleaner Manufacturers 
Assn. was told at its annual meet- 
ing. 

C. G. Frantz, president of Apex 
Electrical Mfg. Co., Cleveland, and | 


outgoing president of the associa- | Hil] & Devore Dissolved; 


tion, made the prediction. His suc- 
cessor as association president, 
O. M. Mansager, executive v.p. of 
Hoover Co., North Canton, O., 
backed up the prediction by noting 
that sales for the first 10 months 
of ’55 topped all of 1954. 

Mr. Mansager added two other 
predictions: (1) That there will 
have to be a price rise in the in- 
dustry in 1956, and (2) that de- 
spite the hike ’56 will be another 
record year. , 


Partners Form New Companies 

Weston Hill, former partner in 
Hill & Devore, Westport, Conn., 
sales promotion company, has an- 
nounced the dissolution of the 
partnership and the continuance of 
the sales promotion service under 
the name of Weston Hill with of- 
fices in Westport. 

The other partner, Frank A. De- 
vore, operating under the name of 
Steve Devore, with offices at 452 
5th Ave., New York, has opened 


a consulting service for industrial 
advertisers limited to modest budg- 
ets. 


Holzwarth Named Simplex A.M. 
Joseph C. Holzwarth Jr. has 
been appointed advertising man- 
ager of Simplex Valve & Meter Co., 
Lancaster, Pa. Mr. Holzwarth, who 
has been with Armstrong Cork Co. 
and DeWalt Inc., was recalled to 
active duty as a captain of infan- 
try in 1950. Since his release in 
1954, he has been with Simplex. 


its buying” 


Survey No. 8 


THE 
REPLACEMENT AND 
ADDITION MARKET 
FOR 

ELECTRIC MOTORS 
AND CONTROLS 


Survey No. 3 
WHO BUYS 
MATERIALS 
HANDLING 
EQUIPMENT IN 


METALWORKING? 


Survey No. 6 
A SURVEY OF 
BUYING PRACTICES 
FOR INDUSTRIAL 
PRODUCT FINISHES 
IN METALWORKING 


The McGraw-Hill Magazine of Metalworking Production 
McGraw-Hill Building, New York 36 

Published Every Other Monday 

Member of the Audit Bureau of Circulations ond 
Associated Business Publications 


THE QUICKEST way to know who in Metalworking 
influences your products’ purchase is to 
ask Metalworking. And throughout this giant industry, 
the answers will put Production at, or very near, 

the top of every list. 


Purchasing will tell you it buys the machinery 
Production specifies. Design-engineering will report 


that it seeks Production’s recommendations on 
original equipment above all others. 
Corporate Management will tell you it leaves the 
choice of types and makes up to Production, generally 
concerns itself with financial approval only. 
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Thus, as the eight surveys pictured here 
typically show, Metalworking is first to recognize 
the fundamental buying influence of the men who USE 
and APPLY everything that helps produce, 
or goes into, the products Metalworking manufacturers. 
When you think about it, you couldn’t expect it 

to be any other way. What’s more... 


They confirm it by investing more advertising 
pages and dollars, for the products used and bought 
by Metalworking, in this magazine than are invested 
in any other. They do this because they know 
you must sell Production to sell Metalworking .. . 
and American Machinist delivers far more 
production-responsible subscribers than 
any other metalworking magazine in the world. 


950 American Machinist 
advertisers will confirm what 


Metalworking telis you 


There’s good reason to believe this same formula 


is a sound one for you. And there’s no better time 

to find out than now ... when American Machinist's 
circulation leadership, and persuasive hold on 
metalworking production, are at an all-time high. 
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N.C. Warns Outdoor 
Men It'll Enforce 


Tree Trimming Rule 


RA.eicuH, N.C., Dec. 6—The North 
Carolina highway commission has 
notified outdoor advertising oper- 
ators that continued violation of a 
state law regarding the cutting of 
trees or shrubs on highway rights- 
of-way will result in court pro- 
secution. 

It pointed out that it wrote the 
outdoor companies a year ago 
pointing to the law requiring writ- 
ten permission from the commis- 
sion before any trees or shrubs on 
rights-of-way along roads and 
streets maintained by the commis- 
sion can be cut or trimmed, and 
asking for voluntary compliance. 

Since that time, it said, there 
have been “frequent instances of 
cutting or trimming of trees or 
shrubs along highways—opening 
views to advertising signs—with- 
out permission from the commis- 
sion.” 


DECATUR 


The Boom City 


of Illinois! 


SPECTACULAR INDUSTRIAL 
EXPANSION ALREADY 
SHOWING SALES IMPACT! 


@ Only Metrepelitan lilineis 
market to show a retail sales gain 
in 1954—up 2.6% (S.M. 1955) 


@ Third in business activity 
among 32 Metropolitan areas in 
the 5 states of the 7th Federal Re- 
serve District—up 6.8% (Federal 
Reserve Bank Survey) 


@ Consistent Sales 
ment “High Spot” city 


Reach All the Big 
DECATUR Trading 
Area Market With... 


THE 
HERALD 
AND 


REVIEW 


100% family coverage 
DECATUR METROPOLITAN AREA 
Pop.: 108,800. Retail Sales: $140,338,000 


62.1% family coverage 


DECATUR OFFICIAL RAND McNALLY 
10-COUNTY TRADING AREA 


Pop.: 284,600. Retail Sales: $308,747,000 


49.4% family coverage 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


Pop.: 408,300. Retail Sales: $434,980,000 


Manage- 


Write for “The Decatur Story” 


Complete details on the amazing 
Decatur market 


DECATUR 
Herald anaReview 


A Lindsay-Schaub Newspaper 
Member lilinois Color Comic Group 


Jann ond Kelley, Inc. * Nat'l. Reps, 
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|should make a minimum of 28 
Martinis, says Calvert. 

Anyway, S. Jesse Robinson, ad- 
\vertising and sales promotion 
manager for Calvert's Carstairs 
| White Seal whisky, who is respon- 
'sible for the new booklet, believes 
‘that skillful mixing helps make 


= |entertaining more pleasurable for 


E. HUBER ULRICH has been named v.p. 

and a member of the advisory 

committee of Curtis Publishing 

Co., Philadelphia. He has been as- 

sistant to the president, Robert E. 

MacNeal, and director of the pub- 
lic relations department. 


‘Dash’ Is 1/6 tsp., 
Says Calvert in 
Yule Guidebook 


New York, Dec. 6—Chances 
are you'll be serving drinks and 
playing host during the holidays. 
Here are a few helpful hints: 

If you rub the lip of your 
whisky bottle with waxed paper 
before pouring, it will prevent 
dripping. 

A jigger of whisky is 1% 
ounces, but when an ice cube 
melts it makes 2 to 2% ounces of 
water. So, never re-use ice cubes. 
They can spoil your next drink. 

Never keep liquor in a metal 
container—it discolors the liquor. 

When a guest says, “Just a 
dash of bitters,” he means one- 
sixth of a teaspoon. 


ws These and an assortment of 
other information items of sim- 
ilar character—plus a number of 
unusual recipes for drinks, cana- 
pes, barbecue sauces, and proper 
use of glassware—are contained 
in “How to Be a_ Successful 
Host,” which is now being re- 
leased to package stores by Cal- 
vert Distillers Co. 

A good bartender gets whisky 
for 18 highballs from a fifth. The 
same quantity of whisky will make 
14 Manhattans, or 7 juleps, or 16 
sours or 18 old fashioneds. From a 
fifth of gin you should get 14 Mar- 
tinis, and a fifth of dry vermouth 


FREE FOR 
THE ASKING! 


The New 
Daily Northwestern 
GROCERY — MEAT 
ROUTE LIST 
of the city zone of 
OSHKOSH, WISCONSIN 
_ Lists complete food outlets 
Tells at a glance whether store 
handles Fresh Meats, Frozen 
Foods 


Owner, and or manager of each 
store 

Present list of advertising gro- 
cers and days each normally 
advertises. 


OSHKOSH, WITH 45 % OF THE 
TOTAL POPULATION OF 
WINNEBAGO COUNTY, SELLS 
55% OF THE COUNTY TOTAL 
FOOD SALES OF $28,142,000* 


*1955 Sales Management 
Survey of Buying Power. 


Write General Advertising Department 
OSHKOSH DAILY NORTHWESTERN 
Oshkosh, Wis. 


© | both guests and host. 


Graphic Adds Publicity 
Graphic Point Inc., New York 
agency, has set up a publicity de- 


partment as a further service for 
its media and industrial clients. 
Dell Zetlin, formerly with Michael 
Newmark Agency, New York, and 
KLAC-TV, Hollywood, will head 
the new department. 


Philip Lesly Adds 1, Drops 1 
The Permaglas division of A. O. 
Smith Corp., Kankakee, IIl., has 
appointed Philip Lesly Co., Chica- 
go, to handle its public relations. 
At the same time, Lesly has sever- 
ed its relationship with Crane Co., 


| 
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for which it has handled public re- 
lations for the past two years. 


Avery Named Colgate Buyer 
Frederick M. Avery has been 
named premium buyer of Colgate- 
Palmolive Co., Jersey City. He was 
formerly associated with Colgate’s 
premium department which ran 
the Octagon Premium Plan. Re- 
cently Colgate and three other 
companies set up Premium Asso- 
ciates Inc., an independent com- 
pany, to handle the Octagon plan 


(AA, Nov. 14). Mr. Avery will be 
in charge of all premium buying 
for Colgate’s soap and toilet arti- 
cles departments. 


ABC Radio Names Three 
Edward G. Bishoff, formerly 
manager of ABC Radio’s sales 
service department, Harry Sim- 
mons, previously with Official 
Films, and Bill Wilson, formerly 
with Forjoe & Co., have been 
added to the sales staff of the ABC 
central division in Chicago. 


of The 
Saturday 
Evening 


POST 


comes a 
powerful 
dramatic 

NEW 

TY Series 


CRUNCH 


For more than 17 years, millions of Saturday Evening Post readers 
have looked forward eagerly to the appearance of each new CRUNCH 
and DES adventure story by best-selling author Philip Wylie. 


Now, millions more will await each new television adventure of these 
two favorites... Crunch, captain of the charter fishing boat “Poseidon,” 
and Des, his mate. Each week a completely new story ... new people 
++. new action, romance, suspense, comedy, drama... all spectacularly 
filmed by RKO-Pathe in Bermuda. 
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Ehle Named Exec. V.P. 

Harry A. Ehle, v.p. in charge of | 
sales and advertising for Interna-| 
tional Resistance Co., Philadelphia, | 
has been elected exec. v.p. Charles | 
Griffith, v.p. and sales manager, | 
takes over Mr. Ehle’s former duties. | 


Bair to Clark & Bobertz 

Clark & Bobertz, Detroit, has ap- 
pointed Frank E. Bair an account 
executive. Mr. Bair formerly was} 
in the Detroit office of Batten, 
Barton, Durstine & Osborn. 


Outdoor Ad Control 
Along St. Lawrence 


Announced by Moses 
New York, Dec. 6—Outdoor ad- 


| vertising along a 35-mile stretch of 


the St. Lawrence River on the 
northern border of the state will 
be restricted by the New York 
state power authority, which is 
developing a hydroelectric project 
on the Canadian line. 


Robert Moses, the authority 
chairman, in a report issued yes- 
terday, outlined his program for 
landscaping the area. Outdoor ad- 
vertising, he said, will be con- 
trolled by the authority through 


the purchase of easements extend- | 


ing 1,000’ southward from the river 
between Ogdensburg and Mas- 
sena. 

This is substantially the same 
device used to control signs and 
posters along the New York state 
throughway. 


| While the authority will help|reached for comment here, as 


| industry find waterfront sites, 
Mr. Moses said, “We shall insist 
that these industries construct fa- 
cilities which will not detract 
‘from the beauty of the river, so 
that there will be no pollution 
of water or air and no residual 
damages or disadvantages to 
communities and residents along 
the river.” 


s No executives of outdoor ad- 
vertising companies could be 


most of them are attending the 
Chicago convention of the Out- 
door Advertising Assn. of Amer- 
ica. In the past, however, it has 
been the policy of outdoor adver- 
tisers and plant operators to co- 
operate fully with state authori- 
ties in the placement of panels 
along public thoroughfares. 

Generally, outdoor advertisers 
are more interested today in con- 
centrated showings in large ur- 
ban areas than. they are in rural 


SS << as a 


circulation. 


Volck Named Local A.M. 

A. W. Volck has been promoted 
to manager of local advertising of 
the Crosley & Bendix home appli- 
ances division of Avco Mfg. Corp. 
With Crosley since 1950 and the 
merged companies since 1953, he 
formerly was assistant creative ad- 
vertising manager. He succeeds 
Joseph A. Schulte, who has re- 
signed. 


—_ Pets me 


 — a, ae | 


fem Betntis. 


a Forrest Tucker, Hollywood star with more than 70 top 
pictures to his credit, stars as Crunch. Everything about this 
series of 39 exciting half-hours bears the mark of sure success 
... Stories, author, star, production, location, promotion. Sign up 
CRUNCH and DES for your markets today. Write, wire or call. 


NBC FILM DIVISION 


: | serving @lf sponsors ... serving gif stations 


30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, Ill. Sunset & Vine, 
Hollywood, Calif. In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal 
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Washington State 
Dairy Commission 
Uses Dailies, Spots 


SEATTLE, Dec. 6—Three-color 1,- 
000-line ads boosting butter for 
basting turkey were carried by the 
Washington State Dairy Products 
Commission in Washington dailies 
as a holiday promotion tied in with 
national advertising by the Amer- 
ican Dairy Assn. 

“For matchless flavor,” the ads 
are headlined, “baste, bake, brown 
your turkey with real butter.” 
Copy gives step-by-step instruc- 
tions. 

The ads were carried in all 
major and secondary dailies of the 
state, using up to three colors 
where available. Local tie-ins were 
obtained in a number of cases with 
home economics pages of newspa- 
pers, including four-color illustra- 
tion in the Prudence Penny col- 
umns of the Seattle Post- 
Intelligencer. 

The dairy products commission 


‘IRST 


WITH 


READERS! 


MIDWEST FARM PAPER UNIT 


Farm Magazine “A 14% 
READERS’ First Choice 
Farm Magazine "8° 11% A survey of 6,049 Midwest 


forms, supervised by Batten, 
“c 4% Barton, Durstine & Osborn, 


a Inc., advertising agency. 


Farm Magazine “OD” 2% 


MIDWEST FARM PAPER UNIT 


fam Maewee® 19% De asens’ First Choice 
4,186 Inquiries mailed by 

Farm Magazine “8” 5.2% hardware wholesalers. 
Other dealer preference 

- ve B.2% "vers available on re- 


Farm Magazine ~~ 15% 


WITH 


ADVERTISERS! 


OWEST FARM PAPERS 


46 49 50'S! ‘52 53 Se 


ADVERTISERS’ First Cheice Comparative 
Lineage 1948- 1954 (index 1948 = 100) 


SO... se bette bigger sates tn “the 
world’s richest farm market,” adver- 
tise in the Unit—one order, one plate, 
at a substantial saving in rates. 


MIDWEST 
Farm Paper 


UNIT 


WALLACES’ FARMER & IOWA HOMESTEAD 
THE FARMER + PRAIRIE FARMER 
NEBRASKA FARMER 
WISCONSIN AGRICULTURIST @ FARMER 


SALES OFFICES AT: 59 East Madison Street, Chicago 3; 
250 Park Avenue, New York 17; 110 Sutter Street, San 
Francisco 4: 672 S. Lafayette Park Place, Los Angeles 57 


is supported under state legislation 
by a mandatory levy on producers 
of butterfat. The basic campaign 
this season is keyed to the theme, 
“Butter belongs.” It is running in 
420-line b&w ads once a month for 
six months in all dailies of the 
state and in 35 weeklies. 


® In addition, 1,000-line ads pro- 
moting the drinking of milk are 
being run from October through 
May on a once-a-month basis in 
all dailies of the state. A sustained 


spot radio milk campaign, using 23 
stations three times a week for 33 
weeks, is also being used, plus two 
spots a week for 33 weeks on the 
following tv outlets: KTNT and 
KOMO, Seattle; KHQ and KXLY, 
Spokane; KIMA, Yakima, and 
KEPR, Pasco. 

Through the American Dairy 
Assn., the Washington Commission 
contributes to sponsorship of “Dis- 
neyland” and “The Lone Ranger” 
in Washington. Painted outdoor 
boards are used on a rotating basis 


Advertising Age, December 12, 1955 


in Seattle, Tacoma and Spokane. 
.The Burke Co., Advertising, 
Seattle, handles the account. 


S. C. Johnson Names Four 

S. C. Johnson & Son, Racine, 
Wis., has appointed four staff 
members to its recently established 
new products department. Allen C. 
Buhler, formerly new products 
coordinator and patent attorney, is 
now new products programs man- 
ager; Dr. Thomas S. Harrison, for- 
merly staff chemist, has been 


named technical coordinator; Rob- 
ert A. Graef, formerly on the mar- 
ket research staff, is marketing 
coordinator, and Edwin F. Gutten- 
berg, previously assistant new 
products coordinator, is adminis- 
trative coordinator. 


Ehrlich, Neuwirth Adds One 

Croton Watch Co., New York, 
has appointed Ehrlich, Neuwirth 
& Sobo, New York, to handle its 
advertising. Dundes & Frank for- 
merly handled the account. 


NOW FOR THE 3rd QUARTER’... 


Redbook’s Newsstand Sale 


Stokely-Van Camp 


Hunt Foods 


17.4% Gain in 1955 Advertising Linage 
Some of the new Redbook advertisers 


Celanese Maidenform 

Wrigley Gerber 

Youngstown O’Cedar Corp. 
Renfield Viceroy 

Club Aluminum McKesson & Robbins 


Ohio Match 


Southern Comfort 


* Publisher's estimate 


A few weeks ago Redbook reported on Ist 6 months 1955 A. B.C. 
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Advertising Age, December 12, 1955 


Agratfiotis Heads 
Newly Organized 
N. H. State Adclub 


Concorp, N. H., Dec. 6—New 
Hampshire admen have banded to- 
gether to form a statewide club, 
and Peter J. Agrafiotis, Agrafiotis 
Associates, Manchester, has been 
elected president. 

Incorporated as the Advertising 
Club of New Hampshire (AA, 


| Dec. 5), the group already has 100 
members and plans to run a mem- 
bership drive early next year. 
George P. Dawson, owner of the 
Concord agency bearing his name, 
said the problem in starting a club 
was “the distance members would 
have to travel once we did organ- 
ize. Prospective members would 
be faced with up to 100 miles or 
more to travel to attend meetings.” 
However, Mr. Dawson said, en- 
thusiasm at an initial meeting was 
sufficient to go ahead with or- 


43 


ganizational plans. The club will! Brew & Co., Concord; and treas-| has handled the public relations 
get around the distance problem urer, John P. H. Chandler Jr., pub- _program of Dayton Pump, includ- 


by holding meetings on a “float-|lisher of the Kearsarge Indepen- 
ing” schedule, shifting among dent, Warner, N. H. 
Manchester, Concord, Claremont | 
and Laconia. Dayton Pump Names Young 
Dayton Pump & Mfg. Co. has 
ws The following officers have been | appointed G. W. Young Public 
elected, in addition to Mr. Agrafi- | Relations, Dayton, O., to handle its 
otis: Project v.p., Mr. Dawson; national advertising. Direct mail, 
program v.p., Warren Journay,|trade and consumer publications 
manager of WKBR, Manchester; will be used in 1956 in the most 
secretary, Roy E. Lonnberg, direc- | comprehensive promotion program 
tor of sales promotion, Richard D.|in the company’s history. Young 
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Redbook is booming! Alone among all major magazines, Redbook continues to surge ahead at the 
newsstands with 16 consecutive monthly increases over the corresponding month of the previous year. 


These gains are impressive — not as figures — but as evidence of reader response. 
Response to Redbook’s exclusive editorial impact on the needs and desires of 

Young Adults. Response to the vitality, the urgency, the meaningfulness of this magazine 
to its audience. By every measurement that means anything in magazine evaluation, 
Redbook is registering with today’s Young Adult Market. 


Redbook 


The Magazine for Young Adults 
HIGHEST CIRCULATION IN REDBOOK’S HISTORY! 


ing product publicity, for the past 
four years. Kircher, Helton & Col- 
lett, Dayton, formerly handled the 
company’s advertising. 


Campbell Names Bowens 
V.P.; Adds Two Accounts 

Campbell & Co., Ann Arbor, 
Mich., has appointed Emerson J. 
Bowens a v.p. Mr. Bowens former- 
ly was art director of D. P. Broth- 
er & Co. and, earlier, of Ross Roy 
Inc. and Gray-Farfield-Lange, all 
of Detroit. 

The agency has been appointed 
to handle advertising for National 
Machine & Tool Co., Jackson, 
Mich., and Shirtboard Advertisers 
of America, Detroit. 


I thought 
WISDOM 
was edited only 
for long-hairs 
and high-brows; 


but I was wrong. 


I thought so, 
too. Then I read 
the advance 
copy cover to 
cover. It’s 
Great Reading 


They’re talking about the most-talked- 
about magazine in America today... 
WIspoM...the New Picture Magazine 
of Knowledge for All America. For 


facts, figures, rates, dates, see these 


| Chicago 4 


MEN OF WISDOM: 


Eastern: 

Sadler & Sangston 

342 Madison Avenue 
New York 17 
Mid-Western: 
Lytle-Webbe Company 
332 So. Michigan Ave. 


Pacific Coast: 
Blanchard-Nichols 
111 Sutter Street 
San Francisco 4 
Blanchard-Nichols 
633 So. Westmoreland Ave. 
Los Angeles 5 


WISDOM MAGAZINE 


Advertising and Editorial Offices: 
8800 WILSHIRE BLYD., BEVERLY HI! LS, CALIF. 
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\Thompson Quits ‘Bride’ 

| Alice Thompson, v.p. and co- 
publisher of Bride-to-Be, has re- 
|signed from that Curtis publica- 
| tion. She will announce her future 
plans shortly. Jane Benford, fash- 
lion editor of the magazine, also 
| has resigned. 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers ¢ 30° Line BUYS BOTH! 


POTASH 


$20,000,000 Payroll! 

90% of the nation's potash 
is produced in the 
Fabulous Southwest. 


Che Zl Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald -Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


a 


st’. 


Along the Media Path 


KMM4J, Grand Island, Neb., cele- 
brated its 30th anniversary on 
Nov. 28. 


@ Quick Frozen Foods has en- 
larged its “Retail Pocket Edition” 
to full magazine size with its De- 
cember issue. It will be bound into 
the regular monthly edition of 
Quick Frozen Foods. 


e@ In its December issue, McCall’s 
publishes what it calls the first ed- 
itorial feature ever printed on 
aluminum foil. It is a special na- 
tivity scene cut-out which makes 
up into a three-dimensional creche. 
The insert is printed on .00035 
gauge aluminum—the same prod- 
uct available under the Reynolds 
Wrap label in retail stores. 


@e WMUR-TV, Manchester, N. H., 


has received FCC approval to 
boost its power to the maximum— 
282 kw. 


e A special nostalgic section in 
written by Louella Parsons and 
marks that publication’s 25th year. 


e The Dallas Times Herald has 
launched a $2,500,000 expansion 
program to be completed within 
the next 18 months. This will in- 
clude new press and other me- 
chanical equipment plus a multi- 
storied addition to the present 
building. 


e@ Production is promoting its spe- 
cial January automotive issue with 
a two-minute teaser recording 
printed on clear acetate and glued 


National advertisements are increased in size 
by dealer tie-ins... command more attention— 


HOOKER ADS GET SPECIALIZED 
ATTENTION IN THE SPECTATOR! 


Another om 


DINKY TOY 


for your collection 


Gun turret revolves on this splendid infantry personnel 
corner Enomelied in service green with Royal Armoured 
Corps wogns. Six heavy-duty tires, fully detoded, 3%" 
long, No. 676 See it ot your deoler's todoy! 


MAKE MORE SALES WHEN PLACED IN THE SPECTATOR! 
Place your tie-in advertising in the hands of the Spectator. Rely on ae Booth's Nobby 
the fact that it will receive the specialized attention and salesmanship eee PE Pah... cee 
it requires to sell the lucrative Hamilton area. | : , sao Oiaie 

In the past few months over 20 new industries have located in the i dig CE 
Hamilton area. This makes Hamilton the fastest growing key city in bite 4 5 Ghee 
Canada—an even more lucrative market. chet el bdo re 

The Spectator has more than kept pace with this amazing growth. Miller's Wome vi DOR 
More Spectators are sold in the Hamilton City Zone alone than there Fidel on Me ple SS ee 
are homes in the area. Even with Spectator *circulation at an all-time ge 
high, the present milline rate remains lower than in 1936. (Present aoa form 
milline rate $2.69—January 1936 milline rate, $2.70) 


*May daily average over 90,000 


TORONTO 


The Southam Newspapers 


388 Yonge St 


K. L. Bower, Manager 


YOU GET ACTION WHEN YOU ADVERTISE IN 


One of the Seven Southam Newspapers in Canada 


MONTREAL 
The Southam Newspapers 
1070 Bleury St. 
J. C. McCague, Manager 


GREAT BRITAIN 
F. A. Smyth 
34-40 Ludgate Hill 
London, E£.C.4, 
England 


The Hamilton Speclalor 


UNITED STATES 


Cresmer & Woodward Inc. 
(Can. Div.) 


New York, Detroit, 
Chicago, San Francisco, 
Los Angeles, Atianta 


Modern Screen’s January issue| | 


featuring old photos of movie stars : 


ANNIVERSARY—Earnestine Terry 
helped Jet Magazine celebrate its 
fourth anniversary in November 
by operating a special display 
booth. 


in a 6x6” folder. MacManus, John 
& Adams, Bloomfield Hills, Mich., 
produced the mailer for the mag- 
azine. 


e A new, separate Iowa TV Mag- 
azine became a regular part of the 
Des Moines Sunday Register with 
the issue of Nov. 20. 


e Furniture Production, industrial 
journal serving the furniture man- 
ufacturing and allied industries, 
has redesigned its front cover and 
will discontinue the sale of adver- 
tising on this position. The change 
is effective with the January issue. 


@ Photographic Trade News was 
able to give its readers a “scoop” 
in its November issue. Just as the 
magazine had gone to press, Dun & 
Bradstreet had just completed a 
“cost of doing business” study for 
the photographic retail field. Edi- 
tors had the study planographed 
and tipped in to the as-yet-un- 
bound issue. 


e The Ensign, Canadian news 
weekly, devoted its entire Nov. 12 
issue to Canada-Netherlands trade 
and cultural relations. 


@ Department of New Laurels: 

The December issue of Child 
Life will have a record volume 
of advertising, the publication re- 
ports. 

Architectural Record’s Novem- 
ber issue set for the third succes- 
sive month a new high record of 
advertising space volume with 307 
advertising pages from 299 manu- 
facturers. 

With the closing of the January 
issue, American Home recorded 
its ninth consecutive monthly ad 
page gain over the corresponding 
months a year ago. During this pe- 
riod the total ad page gain was 
16.3%. 

Advance orders for the first 
quarter of 1956 for Town Journal 
have exceeded a linage increase of 
24.4% for its last four 1955-date 
issues. 

Coronet’s January issue will be 
the biggest in its advertising his- 
tory. Ad pages were up 13% over 
January, 1955. 

Esquire’s advertising pages for 
January, 1956, show a gain of 
30% over January. 1955, to total 
approximately 71.75 pages against 
59.91 pages. 


*R.N.’ Names Stahnke 

A. William Stahnke has been 
appointed midwestern advertising 
representative of R.N.—A Journal 
for Nurses, published by Nightin- 
gale Press Inc., Oradell, N.J. Mr. 
Stahnke, formerly district manager 
in the Chicago area for the pre- 
scription products division of Bor- 


den Co., will headquarter in Chi- 
cago. 
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Sinise Fer So OY 


Poaee ay rales POU Ss 


HOW LIFE FITS YOUR MARKET 


There are 45,538,000 people* 
between the ages of 20 and 39 
in the U.S.... 


and 22.8% of such people in the U.S. 
are reached by an average issue of 


SS 


In no other medium can an advertiser start with so large a 
share of the market and be sure he’s getting it. This is one of 
: the good reasons why advertisers—for the past 9 years—have 
‘s kept putting more of their dollars-for-selling in LIFE than in “Raduiie: ainda 
; | any other magazine. LIFE’s total audience of 26,450,000f tBased on: A Study of Four Media, 
| weekly is larger than that of any other magazine. by Alfred Politz Research, Inc. 
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Trendex this month shows CBS Television with 9 of the 
10 most popular programs. And the latest Nielsen gives 
CBS Television a total of 6 of the 10 programs which 
reach the largest number of homes—twice as many as 
any other network. 

We have said before that in the major markets where 
networks directly compete, CBS Television almost invar- 
iably wins out in terms of program popularity. And we 


have always believed that when CBS Television pro- 
grams were carried into more and more of America’s 
markets, these programs would inevitably gain the 
largest nationwid audiences. 

This is exactly what has happened. 

The network with the most popular programs—and the 
largestinvestment in all advertising—is now delivering the 


largest audiences in television. CBS TELEVISION 
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4 Bartell Chain Adds 
| 5th Radio Station— 
Phoenix's KRUX 


MILWAUKEE, Dec. 6—Bartell 
Broadcasters Inc. announced here 
that it has purchased radio sta- 
tion KRUX, Phoenix, Ariz., from 
Radio Arizona Inc., for $100,000. 

The Phoenix acquisition is the 
third out-of-state radio station 
purchase by the Milwaukee firm 
and John F. Box Jr., executive 
v.p., added that “this is not our 
last.” 

Bartell also recently bought 
KCBQ, San Diego, for a reported 
$250,000 and WBGE and WBGE- 
FM, Atlanta, for a reported $185,- 
000. The Atlanta stations’ call let- 
ters were recently changed to 
WAKE and WAKE-FM. 

Within the state Bartell oper- 
ates WOKY here and WAPL, Ap- 
pleton, in addition to television 
station WMTV, Madison. 


IN NORTH CAROLINA’S 


GOLDEN 
B TRIANGLE 


for HIGH POINT 


5000 W * 600 KC © AM-FM 
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RADIO 


WINSTON-SALEM 


NORTH CAROLINA 


WINSTON-SALEM 


ou HEADLEY-REED. Rerresenrvarives 


Galbraith-Hoffman Adds 3 
Galbraith-Hoffman, New York, 


has been appointed to handle 
advertising for three new ac- 
counts. They are Drehmann Pav- 


ing & Flooring Co., Philadelphia; | 


Meccano Ltd. of England, toy 
manufacturer, and Mantua Metal 
Products Co., Woodbury Heights, 
N.J., model train kit maker. All 
three accounts were formerly with 
John R. McAusland & Co 
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Metzger Joins Indian Head 
Albert W. Metzger, 


Smith Inc., has been appointed to 
the new position of sales promo- 
tion manager of Indian Head Mills 


Inc., New York. Mr. Metzger was 


formerly | assistant advertising manager of 
advertising manager of Alexander | Spring Mills Inc. from 1949 to 1951 


and director of advertising and 
sales promotion of Wamsutta Mills 
from 1951 to 1953. 


its fleet of 35 trucks. 


Thomas Industries operates six plants in Kentucky, 
Wisconsin and California in the manufacture of 
power saws, paint-spraying equipment and residen- 
tial lighting fixtures. It also is engaged in defense 
research and production for the U.S. Army and 
Navy. Pictured above is the new plant in Hopkins- 
ville, Ky., from which the company ships lighting 
equipment to 650 distributors east of the Rockies via 


Lebl LOuIsvILLeE for 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zournal - THE LovuIsviL_e TIMES 


382,689 Daily Combination 


* 313,261 Sunday °¢ 


Huber & Huber Motor Express, one of the largest 


WHY THOMAS INDUSTRIES 
NOW DIRECTS ITS FAR-FLUNG 
OPERATIONS FROM LOUISVIL 


“There has been a Niagara-like flow of new business and industry into Louisville 
in recent years. Doubtless each firm had its own peculiar reasons for coming 
here. In the case of Thomas Industries, we sought a location for centralizing 

the direction of our widely dispersed plants, diversified products and expanding 
markets. Louisville was the best natural distribution center for the entire 
American market, and ideally located as a source of raw materials, especially 
metals. The labor supply is plentiful and of high quality. In short, 

our experience indicates that Louisville, and Kentucky, have more to 

offer the small manufacturer engaged in a national operation than 

any city or state in the nation.” 


trucking companies in the nation, operates 850 pieces 
of equipment over a route between Chicago and At- 
lanta, including Indianapolis, Louisville, Lexington 
and Knoxville. The firm, whose trucks travel over 20 
million miles each year, has its headquarters and 
principal terminal in Louisville. Another local truck- 
ing firm, Silver Fleet Motor Express, operates 500 
vehicles between Chicago and Birmingham. 


all 
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Represented Nationally by The Branham Company 
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Bell Savings to Fisher 

Bell Savings & Loan Assn., Chi- 
cago, has appointed M. M. Fisher 
Associates, Chicago, to handle its 
advertising, effective Jan. 1. Ex- 
tensive newspaper and radio will 


be included in a 1956 campaign for 
the company. 


WGBS-TV Boosts Koessler 
Walter M. Koessler, 


formerly 
sales manager of WGBS-TV, Mi- 


ami, has been named managing di- 
rector of the Storer Broadcasting 
station. He succeeds Francis Rior- 
dan, who becomes managing direc- 
tor of KPTV, Portland, Ore. KPTV 
also is a Storer property. 


LEE B. THOMAS 
President 
THOMAS INDUSTRIES, INC. 


Louisville 


int 
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he Eig 


: Levisvitie Chamber o 


0 U.S. Average 


The Mengel Company, 


America’s second 1 


manufacturer of dining room 
and bedroom furniture, oper- 


ates three Louisville 


devoted to the production of 
furniture, plywood and corru- 
gated shipping containers. 
The firm’s headquarters and 
roughly half of its manufac- 
turing capacity are located in 
Louisville. Another local fur- 
niture manufacturer, Con- 
sider H. Willett Company, is 
the largest producer of solid 
maple and cherry furniture in 


the United States. 


argest 


plants 


3-Phase Planning 
Urged for Agencies 


New York, Dec. 7—To be suc- 
cessful, every advertising agency 
needs forward planning, Ira Rubel, 
specialist in agency accounting and 
costing systems, told the League of 
Advertising Agencies here last 
night. 

And realistic planning involves 
a three-stage plan, each staged 
with its own objective, Mr. Rubel 
said. 

“The short range plan should 
be a picture of where you want to 
be one or two years hence and a 
diagram or explanation of how 
you expect to get there,” Mr. Ru- 
bel told the agency people. “Is 
your objective that of expanding 
volume? If so, how will that be 
accomplished? Will it require the 
acquisition of additional person- 
nel? If so, what kind of people will 
they be, and where and when will 
they be secured? If your short 
range dream comes true, what will 
the result be? 


® “The middle range plan should 
be a picture of where you want to 
be five or six years hence, and how 
you expect to get there, even 
though you are thinking in some- 
what less definite terms. 

‘Do you want to change the 
character or type of work your 
agency does—would you like to get 
out of the local, retail or industrial 
agency business and into the 
package goods, hard goods, cos- 
metic, liquor or the mass market 
consumer goods field? Do you want 
to get into television, national mag- 
azines and newspaper space? 

“If so, do some middle range 


| 
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planning, some detailed planning 
with a step-by-step program based 
on known factors. Then check your 
progress at predetermined dates to 
/see how it compares with the time- 
‘table your plan called for,” Mr. 
/Rubel said. 


® A long range plan, he added, 
may be confined to the statement 
of a few objectives, “but it should 
enable you to see yourself rather 
clearly 10 or 15 years hence. If you 
can’t develop these pictures—if you 
don’t know where you’re going or 
how you expect to get there—my 
best advice to you is to spend a 
few days thinking about your own 
future.” 


Kudner Names Three 


Kudner Agency, New York, has 
promoted Joseph McParland to 
manager of the control department 
and Raymond Castner to assistant 
to the manager, a new post. Mr. 
McParland succeeds Thomas Prit- 
chard, who has been assigned to 
the Frigidaire account. Both Mr. 
McParland and Mr. Castner have 
been with the agency a number of 
years. Kudner also has appointed 
Herbert E. Lytton to its copy staff. 
He formerly was copy supervisor 
of R. H. Macy & Co. and senior 
copywriter at Campbell-Ewald Co. 


Hassall Names Brewer A. M. 

John Hassall Inc., Long Island, 
N. Y., maker of special rivets, 
nails and screws, has appointed 
John D. Brewer advertising and 
sales promotion manager. Mr. 
Brewer formerly held advertising, 
sales promotion and sales posts 
with Torrington Mfg. Co., Field- 
crest Mills, Sears, Roebuck & Co. 
and Small, Brewer & Kent. 


plates. Write or 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 

this unequalled Baseball Hall of Fame trio 
was a once-in-a- 
But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 

is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 

be handled efficiently .. . 
one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in color work and process color 


lifetime combination. 


speedily. One contact, 


call us on your next 


graphic arts job. - WHitehall 4-2300 


a | t h 0 ri CORPORATION 


. Dearborn St., Chicago 10, IMlinois | 


AD-SETTING 
ENGRAVING 
PRINTING 
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You Ought Kh 0 Know - « Fred Beseler 


About 50 years ago a Texas 
youth picked up a paint brush and 
painted a sign on the wall of a 
railroad station. A number of signs 
and years later, the youth discov- 
ered that he had a knack and a 
love for sign painting, and he de- 
cided to make the outdoor adver- 
tising field his career. 

The youth is Fred C. Beseler, the 
new president of the Outdoor Ad- 
vertising Assn. of America. The 
59-year-old soft spoken Texan now 
is a resident of Shreveport, La., 
where he is president of B&B Sys- 
tem and an active participant in 
advertising, civic and religious af- 
fairs in that community. 

As head of OAAA, his goal, Mr. 
Beseler feels, will be to sell the 
organization’s membership on the 


Fred C. Beseler 


values of Outdoor Advertising Inc., 
the industry’s major sales organi- | 
zation, and the Traffic Audit Bu-| 
reau, the outdoor advertising field’s | 
agency for measuring the reader- 
ship of outdoor ads. | 

“I am going to try and educate | 
OAAA members who do not sub-| 
scribe to OAI on the benefits of | 
belonging to it,” he says. “The en-| 
tire industry will benefit greatly | 
if everyone will get together and | 
work as a team, and I am going to} 
try and bring this about.” 

Although TAB’s service comes | 
with membership in OAAA, Mr.| 
Beseler feels that some companies | 
have been slow in preparing cer-| 
tain basic information so _ that) 
audits may be taken. He stressed | 
the importance of TAB studies on | 
traffic counts and space rates as | 
far as advertisers and agencies are | 
concerned. 


SELL YOUNG FARMERS 


(through the National Future 
Farmer . . .. 175,000 paid cir- 
culation! ) 


MORE IN 1956 


(take advantage of extra sell- 
ing opportunities .. . bi- 
monthly in 1956!) 

Start the New Year right, with an 


ad in the February-March issue... 
closing date, December 20th! 


Just out! “Ownership Report on 
Future Farmers.” Send for free 
copy. 


‘The National 


Future Farmer 


Owned and Published by the Future Farmers of America 


Box 29, Alexandria, Virginia 
Phone Edgewater 9-5133 


“The outdoor industry is really 
going to make headway in the next 
few years,” Mr. Beseler predicted. 
“With the development of new 
panels and posters and improved 
services, I see nothing but good 
times ahead.” 

In commenting on a report that 
the dollar ad volume in outdoor 
this year would reach $116,000,000 


= 


(AA, Dec. 5), Mr. Beseler pointed 
out that this figure represents only 
national advertising. Over-all rev- 
enue in outdoor in 1955 should 
reach $200,000,000, he said. 
Increased activities by the OAI 
sales staff is mainly responsible 
for the $4,500,000 gain in ad ex- 
penditures in outdoor this year, 
Mr. Beseler said. The 1954 revenue 
amounted to $111,580,000. 


a Mr. Beseler was born near San 
Antonio April 16, 1896. His father 
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was a station agent and telegraph 
operator for the old American Ex- 
press Co. and for the San Antonio 
& Arkansas Pass Railroad. After 
finishing high school, he broke into 
the outdoor field as a free-lance 
sign painter when he was 18. 
Several years later he opened 
his own business in Victoria, Tex., 
and maintained a system of out- 
door advertising painted displays. 
Then he bought Poster Advertising 
Co. in Victoria, changed its name 
to Beseler Advertising Co. and ex- 


panded his operations to surround- 
ing towns. 

In 1922, he moved to Houston 
and went to work for the Texas 
Advertising Co. as a lease man, 
continuing to operate his own busi- 
ness on the side. Texas Advertising 
later changed its name to South- 
west Outdoor Advertising Co. He 
became manager of the company’s 
Galveston office in 1928. 

When the company was sold in 
1935, Mr. Beseler pulled up stakes 
and moved to Shreveport, where he 


Family Circle has more 


Why does Family Circle have 
more single-copy sales than any 
magazine ever...more than twice the 
“newsstand” sales of any of the other 
four leading women’s service maga- 
zines? Editorial excellence! Family Circle 


opens new horizons for today’s young, 


growing families. They choose each 
issue solely because they want it... buy 
it voluntarily month after month because 
it provides the ideas and inspiration 
they need to attain a better family life. 


Family Circle is their magazine—not to 
dream by alone —but fo live by! 


Life 


Look . 


Source: Publishers’ Statements for the period ending June 30, 1955 


than Life, Look 


PAPER 


; ee 


Here’s the score on single-copy sales per issue: 


FAMILY CIRCLE. , 


a eG ea ee ‘ 


4,152,751 
1,456,720 
969,918 
932,770 


Chicago * San Francisco * Los Angeles * Toronto 
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became manager and part owner of 
B&B System. He was elected to the 
presidency of the company earlier 
this year. 

The new OAAA president and 
his wife, Metha, have been mar- 
ried for 38 years. They have a 
married daughter, Mrs. Ferne 
Welsh. 


= Mr. Beseler was responsible for 
organizing the Galveston and 
Shreveport adclubs. For this and 
other services in behalf of adver- 


tising he was made a director 
emeritus of the 10th District, Ad- 
vertising Federation of America, of 
which he previously had been sec- 
retary. 

He formerly was president of the 
Outdoor Advertising Assn. of Tex- 
as and was a member of the board 
of directors for several terms. Cur- 
rently he is a director of OAI; a 
past chairman of Region 4 (Texas 
and New Mexico), OAAA, and a 
director of TAB. For 15 years he 
has been secretary of the Outdoor | 


Advertising Assn. of Louisiana. 

For many years he served on 
the City Planning Commission of 
Shreveport and recently became a 
member of the new Metropolitan 
Planning Commission in that city. 
He is a deacon in the First Pres- 
byterian Church and has served 
for several years as outdoor chair- 
man of the public information and 
public relations committee of the 
Caddo-Bossier Community Chest 
and United Fund campaigns. 


Shrine, the Rotary Club of Shreve- 
port and the Sales Executive Club. 


Franklin Bruck Names Two 
Michael R. Ben-Dror, formerly 
a product manager at Revlon 
Products Corp., has joined Frank- 
lin Bruck Advertising, New York, 
as marketing director. Bruck also 
has named Marjorie R. Smeltzer, 
previously with Foote, Cone & 
Belding and for many years senior 


: writer at J. Walter Thompson Co., 


He is a member of El Karubah | to its creative copy staff. 


ingle-copy sales per issue 


How your best markets grow with 
Family Circle—automatically! The 
14 top supermarket chains selling Family 
Circle locate their thousands of new 
stores only in expanding, high-volume 
retail areas. Thus Family Circle automa- 
tically reaches your most important 
audience: young, growing families in 
new neighborhoods around shopping 
centers. Unlike subscription-type maga- 
zines, which take their circulation wher- 
ever they can get it, Family Circle gives 
you customers where you want them: 
big families in fast-growing neighbor- 
hoods where your business is best! 


You cannot reach this vital market effectively with other magazines! 


A continuing national study of 5,800 families conducted by 
the Market Research Corporation of America shows: 


71.6% of Family Circle households received 
Look, Saturday Evening Post. 


none of these leading weeklies: Life, 


63.0% of Family Circle households received none of these leading women’s maga- 
zines: Ladies’ Home Journal, McCall’s, Good Housekeeping, Woman’s Home 


Companion. 


83.6% of Family Circle households received neither of these leading shelter maga- 
zines: Better Homes & Gardens, American Home. 
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Lewis Adds Two Accounts 

Lewis Advertising Agency, New- 
ark, has been appointed to handle 
advertising for State Upholstery 
Corp., Newburgh, N.Y., manufac- 
turer of upholstered furniture. The 
company formerly placed its ad- 
vertising direct. Lewis also has 
been named to handle sales pro- 
motion activities for Mooney Bros. 
Corp., Lodi, N.J., manufacturers’ 
distributor of pumps, valves and 


pipe. 


Stylon Corp. to Bresnick 

Stylon Corp., Milford, Mass., 
manufacturer of ceramic tile, has 
appointed Bresnick Co., Boston, to 
handle its advertising, sales pro- 
motion and dealer relations activ- 
ities. 


Warner Joins Harold Miller 
Walter M. Warner, former:iy an 
account executive with Sherman 
Lawrence Advertising, has joined 
Harold Miller Co., New York, as 
head of the agency’s new indus- 
trial division. 


Your conscience 


aurence 
INCORPORATED 
CHICAGO 


Fine Photoengravings 


for 20 Years 
547 South Clark +WAbash 2-6284 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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Our psychologist has noted a change 


in some of the underlying psychology of 
America. People everywhere are packing 


more fun into their lives. They aren’t con- 


tent to dream about their dream house, 


their dream car, their dream trip —they want 


these things now. They want to be amus- 


ed and they don’t want to be bored. In 


New York, one newspaper—the Journal- 


American—is deliberately edited for the 


people looking for the most fun out of life 


—the people on the go and on the spend. 


Every square inch of the Journal- 


Journa 


AN AMERICAN EAN AMERICAN fF} PAPER $f) FOR 


NEW My 


American is planned to stimulate, because 
the more than 650,000 people who buy 
the Journal-American every night (and 


take it home where the ads are read by the 
whole family) like to be stimulated. They 
might not agree with every word in the 
Journal-American but they’re never bored 
by a syllable in the Journal-American. 
They like to have fun. And the people 
who have the most fun are the people 
who spend the most—not those who have 
Which 
are you after—-dreamers or spenders? 


the most. There’s a difference. 


in New York it’s better in the evening... 
and it’s best in the 


gAmerican 
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Ads Help Prunes 
Become Exception 
in Farm Dilemma 


San FRAnNcisco, Dec. 6—At least 
one segment of the nation’s agri- 
culture industry is responding fav- 
orably to the rule of supply and, 
demand. 

Success of the California prune 
industry in raising the level of 
prune consumption, while at the 
same time bringing producers a 
field price of 125% of parity, is 
largely credited to advertising and 
promotion. 

Three major factors contribute 
to the improved marketing stabil- 
ity for prunes, according to Ray 
Jewell, manager of the California 
Prune Advisory Board. They are: 

1. “The new and very real inter- 
est in prunes, among consumers 
and in the food trade, which is 
being generated by our advertising 
program.” 

2. “The effect of increased 
population and expanded consum- 
er buying power.” 

3. “The caliber of prune industry 
leadership, that so far has made 
the right moves at the right time. 
Not the least of these has been 
intelligent cooperation with our 
federal marketing order provision 
for quality control. 


® “The quality of California 
prunes has been materially im- 
proved, resulting in better accept- 
ance by consumers.” 

Mr. Jewell went on to tell AA 
that “in spite of the fact that this 
year’s field price was the highest 
in the industry’s history, repre- 
senting 125% of parity, as com- 
pared to 62% in 1947, there con- 
tinues to be a good acceptance at 
the distribution level. 

“Shipments by packers for the 
first three months of the season 
starting Aug. 1 are 2,500 tons 
ahead of 1954,” he said. “Last year 
more than 120,000 tons were 
shipped into domestic and Cana- 
dian outlets—the largest tonnage 
in 5 years, and 4,100 tons more 
than in the previous year. 

“Reduced farm income, which is 
currently setting up a clamor in 
political circles for a return to 
rigid price supports, has affected 
the growers of many agricultural 


THE FOX CITIES 
OF WISCONSIN 


... four cities, three vil- 
lages and nearly 25,000 
prosperous families with- 
in eight miles of down- 
town Appleton. Just one 
medium taps this con- 
centrated metropolitan 


commodities, but prune growers 
are one of the exceptions.” 


® Prune industry advertising and 
publicity, according to Harold 
Brogger, assistant Prune Advisory 
Board manager in charge of adver- 
tising and promotion, “has edu- 
cated the consumer to the fact that 
prunes at present prices are still 
an excellent value. 

“While the housewife may find 
the price of prunes today higher 
than it was five or six years ago, 


Advertising Age, December 12, 1955 


she finds, when she takes into con- | Bennett Heads Ad Department 


sideration the food and health | 


value of prunes and the number 
of servings per package, that they 
are one of the more economical 
items in her budget. This is one of 
the points stressed in the industry 
advertising program,” he said. 

The California prune advertising 
campaign (AA, Nov. 7), now in its 
4th year, is concentrated in nine 
leading markets. It is handled by 
Botsford, Constantine & Gardner, 
San Francisco. 


Leonard Refineries Inc., Alma, 
Mich., has appointed T. E. Bennett 
manager of its new public relations 
and advertising department. Mr. 
Bennett formerly was Great Lakes 
district representative for the Oil 
Industry Information Committee. 
The new department was created 
after the merger of Mid-West Re- 
fineries Inc., Roosevelt Oil & Re- 
fining Corp. and Leonard Pipe 
Line Co. with Leonard Refineries. 
David E. Van Sluyters will con- 


tinue as manager of advertising 
for the Leonard marketing division 
of Leonard Refineries. 


Perceptual Labs to French 
Oakleigh R. French & Associates, 
St. Louis, has been named to han- 
dle advertising for Perceptual De- 
velopment Laboratories Inc., also 
of St. Louis. The company, a sub- 
sidiary of White Rodgers Electric 
Co., St. Louis, is the developer and 
manufacturer of the Percepto 
Scope system of visual training. 
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market — their own 
newspaper — the 
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she goes out to get woman’s day because woman’s day 


The difference between just a meal and a feast is often—WoMAN’s Day. Every issue is 
chock-full of exciting ways to serve basic foods... how to prepare a husband-tempting 
mixed grill . . . the secret of not boiling a boiled dinner . . . delightful holiday menus from 
tree-trimming supper to day-after-Christmas brunch. 

But it’s for more than food features that a woman goes out to buy WOMAN’s Davy. It’s 
for a story about a lovely old custom that brings Christmas cheer to poor families. It’s for 
an enlightening article on foster care for children whose mother is sick. It’s for fashion 
| inspirations from Spain. All this adds up to the highest editorial ratio among women’s 
service magazines—62%. That’s how WomaAN’s Day goes all out to bring her the best. 
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Federal Pacific to H&G 

Federal Pacific Electric Co., 
Newark, has appointed Hicks & 
Greist, New York, to handle its 
public relations and advertising 
accounts. The company manufac- 
tures electrical equipment for both 
residential and industrial use. 


Kahn Joins Hilton & Riggio 
Estelle Kahn, formerly a space 
buyer with Storm & Klein, has 
joined Hilton and Riggio, New 
York, as print media buyer. 


F&S&R Assigns New 
Responsibilities to 
Patno, Schellenbach 


CLEVELAND, Dec. 7—Fuller & 
Smith & Ross has appointed two 
executives to new posts in a move 
to expand its client services. 

Stanley C. Patno has been named 
director of creative services, and 
Burton W. Schellenbach has been 
appointed director of marketing 


Stanley Patno 


B. Schellenbach 


services. Both men are v.p.s. and 
members of the agency’s board of 


| directors. 

With F&S&R for 17 years, Mr. 
'Patno has headed the Westinghouse 
Electric Corp. consumer products 
| account for a number of years. He 
‘now will direct the activities of 
a new creative group whose serv- 
ices are available to account exec- 
utives for the various clients. 

Mr. Schellenbach, who has been 
with the agency 10 years, formerly 
was group head in charge of the 
staff on the Aluminum Co. of 
. America account and those of oth- 
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er clients. Principal purpose of his 
new assignment is to coordinate 
the efforts of the F&S&R staff in 
preparation of client marketing 
plans and advertising-promotional 
programs. 

Replacing Mr. Schellenbach as 
group head of the Alcoa staff is 
John S. Manuel, also a v.p. and 
member of the board. He formerly 
was assistant to the president in 
charge of marketing research. 


NAAN Elects Chicago Agency 

National Advertising Agency 
Network has elected Robertson, 
Buckley & Gotsch, Chicago, to 
membership, bringing its total to 
37 members with offices in 43 
cities in the U.S., Canada and Ha- 
waii. 


Logan Joins General Foods 

Harlan Logan, director of public 
relations of Corning Glass Works, 
will join General Foods Corp., 
White Plains, N.Y., about Jan. 1 as 
v.p. of personnel and public rela- 
tions. 


Right Here 
Is Where 


30% of 


Retail Sales 
Are Made 


“Golden Belt 
of the South” 


Golden Belt Retail Sales 


$974,245,286 


Total Retail Sales for the 33 
Golden Belt Counties, 12 months 
ending June 30, 1955, as reported 
by N. C. Dept. of Revenue. 


THIS IS A GAIN OF 5.3% OVER 
THE PREVIOUS 12 MONTH PERIOD. 
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Get full and complete cover- 
age of this top-ranking agri- 
cultural - industrial market 
with — 
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News and Obser 
- MORNING & SUNDAY © 


Evening 


M&E— 137,586 
E&S— 147,632 
Sunday — 132,453 
(ABC 3/31/55) 
Represented by THE BRANHAM COMPANY 
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POCKET SiIZE—Jo Hoppe lights 
dles for her table setting while she 
listens to music from a Raytheon 


can- 


“T-150” transistor radio. The 
pocket-size radio is one of two new 
radio transistor sets just introduced 
by Raytheon Mfg. Co., Chicago. 


Raytheon Will Use 
Dailies to Promote 


Transistor Radios 


Cuicaco, Dec. 6—Two new 
pocket-size transistor radios have 
been introduced by the television 
and radio operations of the Ray- 
theon Mfg. Co., Chicago. 

One model, the T-150, has six 
transistors and will operate more 
than 150 hours on a nine-volt bat- 
tery, the company says. It sells 
for $69.95. The other model, T-100 
($49.95), is equipped with four 
transistors and operates for more 
than 100 hours of normal use. 
Each model weighs 22 oz. 

Raytheon will use newspaper 
advertising exclusively to promote 
the new models, Curtis L. Peter- 
son, advertising manager of Ray- 
theon, told AA. The first ad 
appeared last week in the Chicago 
Tribune over the signature of Mar- 
shall Field & Co. Similar arrange- 
ments with newspapers and stores 
in other cities will be made when 
the Chicago market is “saturated,” 
Mr. Peterson said. 


w Henry F. Argento, v.p. and gen- 
eral manager of Raytheon’s radio- 
tv operations, predicted at a news 
conference that by 1960, transistor 
radios will completely eclipse the 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 


As each sheet is viewed, it is 
flipped over the top. Special con- 
struction allows all sheets to lie 
perfectly flat without expensive 
cloth hinging. Loose leaf. 

Simply lift Viewmaster by the 
front cover and the automatic 
easel sets it up firmly. 

Carried in stock in four sizes. 


SEND For Full Line Folder 


1700 W. Washington, Chicago 12 


| plug-in type. 

| “There can be no doubt that 
|transistor radios will rapidly take 
over the industry,” Mr. Argento 
isaid. “With transistors providing 
‘long life battery radios of ex- 

| tremely light weight and easy 


§| portability, at very low cost, there 


is absolutely no reason why tran- 
\sistor radios won’t overtake the 
plug-in variety within five years.” 


Ayer Boosts McCallister 
William F. McCallister has been 


appointed editor of the “Directory 
of Newspapers & Periodicals,” 
published by N. W. Ayer & Son, 
Philadelphia. Mr. McCallister has 
been with the agency since 1942. 


Hamilton Mtg. Boosts Bond 
William H. Bond, who recently 
joined Hamilton Mfg. Co., Two 
Rivers, Wis., in an executive sales 
capacity, has been appointed di- 
rector of distribution, home appli- 
ance division. Mr. Bond, who will 
headquarter in Chicago, held 
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sales management positions with! cifically at the “$16 billion Negro 


Hoover Co., Landers, Frary & 
Clark and Proctor Electric Co. 
before joining Hamilton. 


Continental Expositions Sets 
Exposition of Progress 

Harold R. Meyer and William S. 
Orkin, directors of Continental 
Expositions, New York, have an- 
nounced they will produce an Ex- 
position of Progress, the first con- 
sumer products show aimed spe- 


consumer market,” from March 25 
through April 1, 1956, in the Wan- 
amaker Bldg., New York. 

Sponsored in New York by 
Independent Builders Inc., Long 
Island organization which works 
for better living sites for Negroes, 
the Exposition of Progress will 
eventually be presented by Con- 
tinental Expositions in all the big 
cities of the U.S., beginning with 
Chicago and Detroit in the fall of 
1956. 
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Mrs. Potts Reopens Company 
Mrs. Alexandra Potts has left 
Baby Talk magazine, New York, 
as director of merchandising and 
promotion to reopen her former 
business as merchandise and 
promotion consultant for the home 
furnishings, bridal, maternity, in- 
fants and juvenile markets. Until 
Mrs. Potts opens her permanent 
office, she may be _ contacted 
through her public relations coun- 
sel, Maud G. Moody, 347 Fifth 
Ave., New York. 
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Food Chain Ousts 
Non-Foods to Make 
Room for Edibles 


New York, Dec. 6—On grounds 
that non-foods are crowding edi- 
bles off supermarket shelves, and 
thereby reducing the variety of 
food items supermarkets can offer, 
Delchamp’s Inc., supermarket chain 
in Florida and Alabama, has vir- 
tually excluded non-food items 


from its stores. 

So writes Clarence Dixon, head 
grocery buyer for the chain, in the 
December issue of McCall’s Super 
Market Buyers’ Pocket Letter. 

Mr. Dixon says his chain has a 
small health and beauty aids de- 
partment, but carries almost none 
of the other non-foods that have 
become familiar in other super- 
markets. 


® Delchamp’s first duty is to sup- 
ply its customers with a wide 


choice of food products, Mr. Dixon 
Says. This may mean a supermar- 
ket must carry what seems an 
excessive variety of products; Del- 
champ’s stocks four almost com- 
plete general lines of canned fruits 
and vegetables, and 29 brands of 
dog food—and all are selling, he 
adds. 

New food items, he writes, are 
likely to be tomorrow’s best sell- 
ers. He reasons that they deserve 
shelf space, and says that even 
in Delchamp’s larger-than-average 
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markets, the chain can offer the 
variety its customers want only by 
sacrificing non-foods. 

“We're content to concentrate on 
selling grocery products, and our 
volume has increased at a more 
than satisfactory rate,” Mr. Dixon 
concludes. “In the food field at 
least, we know what our customers 
want.” 


Cellomatic Forms Subsidiary; 
Opens Chicago Office 

Cellomatic Corp., New York, 
producer of live animation for use 
in sales presentations and tv, has 
set up a subsidiary, Cellomatic for 
Films, to handle film productions 
created from the Cellomatic pro- 
jector. The subsidiary’s sales head- 
quarters are at 535 Fifth Ave. 

Cellomatic also has opened a 
Chicago office at 152 E. Superior 
St. Owen Zapel, formerly with 
Packard Motor Car Co., has been 
named v.p. in charge of the new 
office. 
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How the Pittsburgh 
Corning Corp. uses 
businesspapers to 
stress exclusive 
product benefits 


“Ten years of outstanding insulating 
performance proved FOAMGLAS stays dry!” 
water Fi Som mek Chief tngenees Abbotts Qeormme tee Phdedeie'e 
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OBJECTIVES: 


Increase Foamglas insulation sales 
by demonstrating product superi- 
ority through exploitation of unique 
benefits to product users. 


SCHEDULE: 


Two-color pages and spreads in 
twelve business publications. 


RESULTS: 

“At PC’s sales meeting, Industrial 
Insulation Sales Manager C. P. 
Barrett revealed irrefutable evi- 
dence that this campaign did its 
job . . . sales increased over 60% in 
just 2 years!” 


AGENCY: 
Ketchum, MacLeod & Grove, Ine. 
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We Dare a See 


Looks like 
HOLIDAY 


FIRST SIX MONTHS OF 1956 ARE ALREADY 


RUNNING 25% AHEAD OF 1955! 


Mother told us never to boast, but man, we’ve just got to toot 
our horn! 

Linage on the books for the first half of ’56 is already up 25% 
over linage on the books this time last year, and 1955 was the 
biggest in our history! 

Actually, we’re not surprised. There’s a delightful change 
taking place in America . . . bringing people new leisure, new 
mobility, new pastimes. And no other magazine reflects and 
inspires this trend better than HOLIDAY. 

HOLIDAY enjoys unmatched popularity among those active, 
energetic families who have both the income and inclination to 
live it up...and to buy the products their many activities demand. 

Small wonder more and more advertisers of more and more 
products are finding that advertising in HOLIDAY gives them 
something to toot a horn about, too — sales! 

Why not join the band? 


HOLIDAY 


A CURTIS MAGAZINE 


Holiday leads the new life of leisure 
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The variety of HOLIDAY advertising keeps growing, 
too. Among the new ones for the first six months of ’56: 
Dan River Mills Wrinkle-Shed Cotton; Manhattan 
Shirts for Men and Women; General Electric Steam 
Irons; Warner’s Girdles and Bras; ‘Botany’ 500 cloth- 
ing; Woolite soap; Aetna Casualty and Surety Company. 
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‘Premium Practice’ Ups Rates 
Effective Jan. 1, Premium 

Practice is raising its advertising 

rates an average of 18%. A page 


| will cost $400. The magazine is 
also increasing its subscription 
price from $3.50 to $5 and single 
copy cost from 35¢ to 50¢. 


maybe YOUR product is MUSICALLY inclined: 


a maher 


publication 
Publishing since 1934 


Radio y Articulos 


Cigarettes, beverages, and shirts, for ex- 
amples, are as special with DOWN 
BEAT’s more than 150,000 music-cen- 
tered readers as musical instruments and 
records. How about your product—maybe 
it has some “talent,” huh? Schedule it 
for a recital in DOWN BEAT. Could be 
you'll find a highly-paid star on your 
hands! 


Write today for complete market information! 


DOWN BEAT 


2001 Calumet Ave., Chicago 16, Ill. 
Everything in the World about the World of Music 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 


Electricos Catalog File — Bebidas Annual Directory 


Brand Loyalty Is 
Weak for Washers, 


Survey Indicates 


Cuicaco, Dec. 6—The washing 
machine industry is doing an out- 
standing job of creating the desire 
of possession for automatic wash- 
ers, but manufacturers individual- 
ly are failing to enjoy brand loyal- 
ty when users of their machines 
make a new purchase. 

This lack of brand loyalty was 
indicated in a survey of home 
laundry equipment owners recent- 
ly completed by Beaumont & Hoh- 
man Inc., Chicago. Personal inter- 
views were made with 1,300 
householders in 22 cities from coast 
to coast. 

Of those interviewed, 86.2% 
now own washers, which were di- 
vided into 66.2% automatics, and 
33.8% wringer type. Prior to buy- 
ing their present machines, 54.1% 
owned a washer. 


Of the 16 principal brands 


snow epee nnpteg Senn thd mh tt erage 


Advertising Age, December 12, 1955 


studied, however, only four brands 
were repurchased by 30% or more 
of the previous owners. The high- 
est figure was 35.4%. “Features” 
and “retail price” were the most 
important factors in the buyers’ 


minds when they bought automatic | 7 


washers, the survey revealed. 


Only 14.8% of those questioned | © 


had a dryer in their homes, and 
just 6% planned to buy this ap- 
pliance during the year, the survey 
disclosed. Two out of three persons 
who bought dryers never consid- 
ered any other make than that of 
their washer, largely because they 
desired matched units. 


Westinghouse Names 3 V.P.s 

Westinghouse Broadcasting Co.., 
New York, has named three new 
v.p.s. They are Richard M. Pack, 
national programming manager 
since June, 1954; Rolland V. Tooke, 
general manager of WPTZ, Phila- 
delphia, and Harold C. Lund, gen- 
eral manager of KDKA-TYV, Pitts- 
burgh. All continue in their present 
assignments. 


. make the Spokane Market 


The Spokane Market Beats . . . 


14 states in Total Retail Sales 

30 states in Retail Sales per capita 
39 states in Retail Sales per store 
15 states in Total Net Buying Income 


33 states in Net 


Combined Daily Circulation 
Over 160,000— 
81.84% UN-duplicated 


Buying Income per capita 


prhane 


sales mak 


TrontomaAN-REVIEW 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, z 
Detroit, Los Angeles, San Francisco, Atlente. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Secti 
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a difference 
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Ncshnistesieed 


ee 


different too! 


AND IT'S ONE OF THE THREE MUST 
MARKETS IN THE PACIFIC NORTHWEST 


A good place to do business Among the Spokane Market’s 
most conspicuous characteristics are the diversity and the 
prosperity of its industries and businesses—and the abundant 
opportunities which still beckon new enterprise. 


Per capita sales are higher The Spokane Market’s more than 
a million residents consistently earn more than the average 
American, and they spend more, too. Their 1954 purchases 
of retail merchandise amounted to $1,119 per capita—7% 


more than the national average. 


Sales per store are greater Spokane Market retail establish- 
ments did $1.2 billion worth of business in 1954, averaging 
$108,800 per store—13.4% above the national average. In the 
city of Spokane, per-store dollar volume was $147,900— 
33.8% greater than the average for New York, Chicago, Los 


Angeles, Philadelphia, and Detroit. 


Sell more of your product, and sell it faster, by tapping the extra 
buying power of the rich, responsive Spokane Market 
through the two daily newspapers that residents of the area 
have read and shopped from since pioneer days—The 
Spokesman-Review and Spokane Daily Chronicle. 
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FLUTE-SHAPED—For the first time in 
a major campaign for champagne, 
the flute-shaped glass is featured 
in ads for Mumm’s Cordon Rouge, 
an import of Browne Vintners 
Co., New York, a division of the 
House of Seagram. Lawrence C. 
Gumbinner Advertising Agency is 
handling. 


Red & White to Add 
300 Supermarts in 
Southeast in 1956 


CHARLESTON, S.C., Dec. 6—Red & 
White Corp., Chicago, plans to ac- 
quire 300 new supermarkets in the 
southeastern part of the U. S. in 
1956, according to Herbert T. 
Webb, Red & White general man- 
ager. Mr. Webb revealed the com- 
pany’s ’56 plans at a meeting of 
the southeastern regional confer- 
ence here of Red & White whole- 
salers. 

He estimated that the 300 stores 
in North Carolina, South Carolina, 
Georgia and Florida will do at 
least $100,000,000 in annual retail 
sales. 

“By the end of this year,” he 
said, “there will be 180 markets 
supplied by 14 distributing points 
in that area.” He pointed out that 
13 of these houses had been estab- 
lished in the past 20 months, with 
the 14th house coming into Red & 
White this month. 

Mr. Webb predicted that by the 
end of 1956, at least 100 of the 300 
stores will be new buildings, and 
20 of these will be in new shopping 
centers. 


Knape & Vogt Slates First 
Color Magazine Drive 

A full-color magazine cam- 
paign, reportedly the first ever 
used by the closet-fixture in- 
dustry, will be launched by Knape 
& Vogt Mfg. Co., Grand Rapids, 
Mich., during 1956. The company 
will use color pages in consumer 
magazines, including Esquire, 
House Beautiful, House & Garden, 
The New Yorker and Sports Illus- 
trated, to introduce its spring sales 
theme, “It’s springtime for your 
closets.” Supporting b&w ads will 
run in the same publications, plus 
Canadian Homes & Gardens and 
Sunset Magazine, and two-color 
ads will appear in The Saturday 
Evening Post. 

The company makes _ closet 
fixtures, kitchen fixtures and 
do-it-yourself installation kits for 
building shelves, sliding doors and 
drawers. Wesley Aves & Associ- 
ates, Grand Rapids, is the agency. 


Zenith Names Hunt V.P. 

C. J. Hunt has joined Zenith 
Radio Corp., Chicago, as v.p. and 
manager of distribution. Mr. Hunt 
formerly was v.p. in charge of 
radio-television of Stromberg- 
Carlson, Rochester, N. Y. 

Sidney R. Curtis, v.p. of Strom- 
berg-Carlson, will assume respon- 
sibilities he previously held as 
general manager of the company’s 
radio-television division. 
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Advertising Age, December 12, 1955 


FTC Complaint Hits 
‘Inaccurate’ Ads of 
Michigan Bulb Co. 


GRAND Rapips, Dec. 5—A com- 
plaint charging the Michigan Bulb 
Co., local mail order house, with 
false and misleading advertising of 
package sales of nursery stock on 
the radio and in newspapers and 
magazines, has been issued by the 
Federal Trade Commission. 

Named in the complaint also 
are Forrest and Louis Laug, and 
Gerald D. Laug, who are named 
as officers of Michigan Bulb Co. 
In addition, the complaint notes 
that the company also trades under 
the names of Michigan Bulb Im- 
porters, Rapid Specialties Co., 
Flower-of-the-Month Club and 
Garden Specialties. Another com- 
pany is also cited as participating 
in Michigan Bulb Co.’s business— 
Holland Bulb Co., the partnership 
name of Forrest and Louis Laug. 

The parties have been granted 30 
days to file an answer to the com- 
plaint. A hearing is scheduled Feb. 
6 here before an FTC hearing ex- 
aminer. 


ws Advertising practices of Michi- 
gan Bulb Co. in the sale of tulip 
bulbs were the subject of bulletins 
issued by the National Better Busi- 
ness Bureau in August, 1951, and 
September, 1952. Since then, the 
bureau says, it “has attempted 
with varying degrees of success to 
obtain the voluntary correction of 
certain advertisements.” 

The FTC complaint specifically 
points to 24 instances of alleged 
misrepresentation by the company. 

In one instance, the complaint 
says, the same kind of plant is ad- 
vertised as two different items, the 
coralberry and the red snowberry. 
The assortment, the complaint 
says, is not a $26.77 value. 


O’Neil, Larson & McMahon, Chi- 
cago, is the agency for Michigan 
Bulb Co., Holland Bulb Co., and 
Flower-of-the-Month Club, named 
in the complaint. 


es K. B. Wilson, president of 
NBBB, told AA that the bureau’s 
chief complaint against Michigan 
Bulb Co.’s advertising was that it 
tended to exaggerations and inac- 
curacies. But O’Neil, Larson & 
McMahon, Mr. Wilson said, al- 
ways had shown a willingness to 
cooperate and make modifications 
in its copy whenever the bureau 
took exception to specific ads. 


Crosley Broadcasting Names 3 

Crosley Broadcasting Corp. has 
appointed Robert H. Kimball pro- 
motion director of WLW and Ray 
Shannon promotion director of 
WLW-TY, Cincinnati. Mr. Kimball 
has been engaged in tv promotion 
in the southeastern states for the 
past six years. Mr. Shannon, with 
WLW from 1934 to 1945, most re- 
cently has been a free-lance tv 
commercial announcer. Crosley al- 
so has named Jack P. Reeder di- 
rector of promotional media in 
its promotion-exploitation depart- 
ment. 


Deepfreeze Moves Back 
to Roche, Williams & Cleary 
The Deepfreeze appliance divi- 
sion of Motor Products Corp., 
North Chicago, has moved its ad- 
vertising account back to Roche, 
Williams & Cleary, Chicago. The 
account moved from Roche, Wil- 
liams to Brooke, Smith, French & 
Dorrance one year ago (AA, Dec. 
27, 1954). 


Stokely-Van Camp Testing 
‘Best Cooks’ Campaign 

The frozen food division of 
Stokely-Van Camp, Mount Vernon, 
Wash., has launched a “best cooks” 


advertising campaign in several 


markets for its Stokely’s Finest 
products. The program currently is 


being tested in Atlanta, Denver 
and Nashville, and other markets 
will be added to the list of test 
markets in the near future. 

The division has scheduled radio, 
tv and newspaper ads to try to sell 
housewives that they can be “best 
cooks” by using Stokely’s Finest 
frozen foods. Aim of the drive is to 
have a “best cook” chosen by her 
civic or social group each week; 
the winners will be feted by Stoke- 
ly-Van Camp with radio and tv 
appearances, luncheons and gifts. 


Hertz Sets Record Ad Budget 
Hertz Rent-A-Car System, Chi- 
cago, will spend a record $1,800,- 
000 on national advertising in 1956, 
an increase of 50% over 1955, the 
company has announced. In addi- 
tion, the company will spend an 
additional $2,400,000 for local ad- 
vertising and promotion, an in- 
crease of $400,000 over 1955. Hertz 
System has more than 900 offices 
in more than 650 cities in the U.S., 
Canada and 12 other countries. 
Campbell-Ewald Co. is the agency. 
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it isn’t bought by one man 


There is no set pattern as to the number of persons, or 
titles that influence packaging decisions . . . 


PACKAGING PARADE reaches them all 


Effective selling calls for reaching all those who influence packaging 
decisions. That,is why PACKAGING PARADE is essential. It reaches the 
key people in'major buying concerns. Here's how: 


Selected coverage: Packaging Parade’s 18,500 circula- 
tion is confined entirely to large and medium buyers 
that account for over 75% of the industry’s total sales. 


Concentrated coverage: Packaging Parade concen- 


2 
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PACKAGING PARADE’s coverage of key packaging 


people at Avon Products, Inc., New York, is typical 
of its full account coverage of major packaging 
users. These people at Avon Products receive and 


read PACKAGING PARADE. 
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PACKAGING PARADE 


22 EAST HURON STREET 


trates its coverage on the domestic market where 
selling its more convenient and economical. 


Full-account coverage: Packaging Parade is read by 
all key people in major buying concerns who are 
likely to make, or influence, buying decisions. 


PACKAGING PARADE’s COMPLETE, FULL-ACCOUNT COVERAGE 
of important domestic buyers provides effective sales coverage for 
advertisers who have increased their use of PACKAGING PARADE 
by more than 54% within the last five years— convincing 
evidence that PACKAGING PARADE can be an important 
part of your sales effort. Let us show you how. gp 


NB P| lpi 
A Haywood Publication PAG 


CHICAGO 11, ILLINOIS 


Seen gh Oe IR a Paes . Laas } . 
a saa i Ney bones : " ee is L : ere j ty 8 Saal ah ae , ’ E aN ted r > yp See ae Fat * kt Be i ae as FREON. SES ; : * oman ee , i ate a me, Bh ite 7 2 2 ae z 4 s ? re wee x i ; Fs As a Pes - oh : 
a . : 4 i / ee | i ae io ry ‘ ve } hia EEE 2 E ig e ma Zi ao) 
| Bal 
a 
ee ‘ 
. 
f - 
4 fs 
| a 
ee 
| 7s 
| 
| 
| 
: | § 
% : : 
| EZ . : 
i ‘ * f 0 
a t4c T] | \ 
es 
| ur Ne : 
| é : TAKES 
’ Po 4 | 
&  aeeethdileeeeemetel be o 
' “ : : 
a ‘ rs eg a 
: & 3 | ™ | 
| . | a ee ; 
4 E 4 : 
x 4 3 
; : r : ee : 
| ; : 
a) - b y 
q : 
J ‘ 
f 
: 
. eee F 
; : 
; 4 
' * 
Ye aa ee 
. err 3 
em. : 
a 
Wb a a 
a | 
FOES eas) 
eee) 
‘ 
re F ; 
es 
| \nc New Yor’ ail Ward : 
iB} a 
cls, ies GeG-«- 1 
Avon Protu gis. Pro = em ae |S — : 
bd 7 ad ais if 4 
| v.P- ee A it 
H.C Chadwick» > purchts ) nad 
= r es 
—— piveey» bie: (pee. D&S | 
2 p.R- Art pir- ~~ 2a 
| | B.Rogers: \ & | 
' cr « E* 
UM.P> w of wase . Mg of 2 / 
4 — * se / 
—_— $.K- S a ; Vv Fe pr Ean 
gar » ee 
| “ G.M.Wie > —— 5 
| BAG & , 
j | | 
| ee ee Ei 
ee SS ee ee a a ee” eee 
iy 
" ee 
ee 
| 
' 
| Be ee 
= 1 Ale 
ete an ae ar et rer Aa rg er ams Oi i Ae gael ind nee 1, aM eR ee NR Ree oa 61g Se aetna tA OF rote kt ip nate ew en Oe een RE ie a a a aah Mae 
Ree ae Sens, Se See Uae Ae PS eee Bec trope ge) Da SUS Maer te Se eee ae UR oe wer a a ah Be he Ay ae SE RG i REP ARE Es trie Patel ve 
i eto Sag: Re SS MRE ee Danae: PRS aOR Drop ree pe ae Yoo i Sa Be Ur els Beat on. ERT oe ae defi RON te Me a, Rae Me nk Ne oe eae, rd i ed TREY oo SP CE ARES ES ag Of) Ere | 
Re Weare! ae gee Rn, RY rae an Bie ek Ort Ee ERS Sg RR nC Re 1G A ena ee meu ens “R T Mek as St Se yun. TR eo oy Seat ee: Waco aet pes ae goal | Alte Sd a a ys MN eR Megas eter ca?” cin SB ae te RR RON eee Se Le ere oe ee hes es Coe 


ee oe Wret were 


4 62 Advertising Age, December 12, 1955 


to industry which might be con-| W. Benton Harrison, Sylva- 
sidering settling” in the state. |nia Electric Products, Emporium, 
Walter D. Fuller, chairman of| which has 21 of its 43 plants in 


adopted instead. 
M. E. Graham, Hammermill Pa- 
per Co., Erie, declared the levy 


Business Witnesses Testify in Hassle over 
Proposed Pennsylvania Manufacturers’ Tax 


c 
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HARRIsBuRG, Pa., Dec. 6—A pa- 
rade of some 60 witnesses repre- 
senting business and industry in 
Pennsylvania appeared before the 
state senate finance committee last 
week to protest the 34% manu- 
facturers’ excise tax proposed by 
Gov. George M. Leader as a means 
of balancing the state budget. The 


said U.S. Steel believes a sales 
tax “is the fairest and best rev- 
enue source” in view of “the 
present unbalanced tax structure 
in Pennsylvania.” 

John H. Seeton, secretary of 
the Pennsylvania Manufacturers’ 


the board of Curtis Publishing Co.,| Pennsylvania, said, “For several 


Philadelphia, termed the proposed 
levy a “destructive burden” on the 
publishing industry. 
Keith Powlison, v.p. of Arm- 
strong Cork Co., Lancaster, warned 
the committee that it is “extreme- 
ly unlikely” that any new plants 


Assn., termed the tax an “experi-|in Armstrong’s current expansion 


mental hybrid” and said it would 


program would be located in Penn- 


measure was passed by the house.| have Pennsylvania “slam the door sy!vania if the bill becomes law. 


The excise tax, patterned after a_ 
similar levy in Canada, would tax 
the first sale of a finished product 
in Pennsylvania. A companion 
“use” tax would catch imports by 
individuals. In all cases the man- 
ufacturer’s price would provide the 
basis for the tax. 

Aimed at producing $420,000,000 
in 16 months, the bill was pushed 
through the Democratically-con- 
trolled house within 36 hours after 
being introduced. It was flagged 
by the Republican-controlled sen- 
ate, and hearings were slated by 
the senate finance unit. 


s Food processing, gasoline, coal 
and farm fertilizer are the only 
exemptions in the bill at present, 
although the administration and 
legislative leaders have promised 
amendments to exempt products 
immediately consumed in the man- 
ufacture of other goods, such as 
coke and limestone in the making 
of steel; newspapers, books and 
periodicals; candy, cartons and 
other packaging materials and/| 
liquor, beer and cigarets, already | 
specially taxed by the state. 

State politics play a major role 
in the tax issue. The election cam- 
paign of Gov. Leader included 
promises to kill a 1% general sales | 
tax. He permitted this tax to ex-| 
pire Aug. 30 and said he would 
veto any renewal effort. 

A classified income tax, at the 
rate of 1% to 6%, passed the house 
but was killed in the senate. 


| 


years past we have been concerned 
with the state tax cost of doing 
business in Pennsylvania.” The ex- 
cise tax would worsen this condi- 
tion, he added. 

R. D. Pine, Dixie Cup Co., East- 
on, said “numerous difficulties” 
would be imposed by this type of 
tax if applied to a single state. He 


would be a “very definite and pos- 
sibly controlling deterrent” to ex- 
pansion of the company’s opera- 
tions in this state. 


E. S. Lowe to Atlantic 

E. S. Lowe Co., New York, game 
manufacturer, has appointed At- 
lantic Advertising, New York, to 
handle its advertising, succeedinz 


‘said a retail sales tax should be 


Seymour Blum Inc. 


Most executives protesting the 
excise tax appeared personally be-— 
fore the committee, but C. F. Hood, | 
president of U. S. Steel Corp., 
wired the senators, “We will be at 
a definite competitive disadvantage | 
by reason of higher fixed costs” in | 
Pennsylvania if the tax bill be- 
comes law. 


a Mr. Hood also warned that the 
bill “imposes penalties in the form 
of concealed tax pyramiding” and 


Onavtsual 
all-purpose 
porlahle | 
Whiteboard | 


easel 


Model A302 


Replaces blackboard. Use large clean 
paper pads—which we stock. This 
versatile all aluminum easel is also 
equipped for showing turnover charts 
or cardboard charts. Rugged yet light 
in weight. Folds like magic for easy 
carrying or storage. Thousands in use 
the world over. 


Many other models available. 
Write for free catalogue. 


ORAVISUAL CO. 
Box 609 A St. Petersburg, 2, Fla 
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Byron Ledgerwood was born, raised and 
still lives in Brooklyn, N. Y. On the basis 
of his accomplishments, you’d hardly be- 
lieve that he is still on the sunny side of 35. 

Byron holds a BME from Cooper Union 
and has completed course credits toward 
his Masters Degree at Polytechnic Institute, 
majoring in instrumentation and control. 

With the war on, Byron joined the 
“black gang” as marine engineer in the 
Maritime Service in 1943. After four years 
of sailing, and bomb attacks, Byron ended 
up as Lt. Commander with a Chief Engi- 
neer’s Marine Steam License. 

After a year and a half with General 
Electric testing turbine, generator and 
heavy equipment installations, Byron 
spent three years with General Regulator. 
As Project Engineer he was responsible 
for proposals, design, purchasing, manu- 
facture, installation and testing for vari- 
ous electrical, electronic and hydraulic 
control systems. 

Byron’s McGraw-Hill experience began 
in November 1951 when he became editori- 
al assistant on Product Engineering, 
covering electronic, hydraulic and pneu- 
matic control fields. His work in editing 
the pilot issue of Control Engineering 
resulted in his appointment to the job 


Ap 


IN BUSINESS AND INDUSTRY PAY 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


TO READ 


The boy 


of Associate Editor of that publication. 

Covering an industry that is fast be- 
coming an integral part of all industry 
keeps Byron hopping from coast to coast 
calling on equipment manufacturers and 
visiting plants where control equipment 
is in use. As if this weren’t enough, he is 
editing two series of articles on digital 
computing equipment. These will eventu- 
ally be published in book form, as will two 
other books which he is co-authoring. 

Byron Ledgerwood is a Registered Pro- 
fessional Engineer in New York State. He 
holds active memberships in the American 
Society of Mechanical Engineers, Amer- 
ican Institute of Electrical Engineers, and 
National Society of Professional Engi- 
neers, and is frequently asked to speak be- 
fore these and other engineering societies. 

Mr. Ledgerwood’s experience, knowl- 
edge of his job, and ability to serve his 
readers, is typical of McGraw-Hill editors. 
They’re specialists. They know their fields. 
They live with the problems of the men— 
within these fields—who look to them for 
accurate reporting of news that is vital to 
their industry. Thatis why every McGraw- 
Hill publication provides and maintains 
an alert, interested audience for the ad- 
vertiser’s sales messages. 


McGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


@ 


McGRAW-HILL BUSINESS PUBLICATIONS 
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60% of New Haven 
Folk Watch or Hear 


Religion Programs 


NEw HAVEN, Dec. 6—Three out 
of five households in New Haven, 
Connecticut’s second largest city, 
watch or listen regularly to some 
religious program. 

This is one of the findings of a 
three-year survey aimed at deter- 
mining effects of tv and radio 


Hammer Blow Tool to Breth 
Hammer Blow Tool Co., Wau. 
sau, Wis., has appointed R. C. 
Breth Inc., Green Bay and Wau- 
sau, to handle its advertising, be- 
ginning Jan. 1. Brady Co., Apple- 
ton, currently has the account. 


programs on the general popula- | 
tion. | couraging identification of persons 
Results of the survey, conducted | with churches. | 


by the Yale Divinity School under | 


Pidgeon Names Pottle 

Ken Pottle has joined Vance 
Pidgeon & Associates, Chicago 
agency, as plans administrator. Mr. 
Pottle formerly was a v.p. of Knox 
Reeves Advertising, Minneapolis. 


its kind in the nation. 
Oscar Katz, CBS Television re- 
search director, notes in the pref- 


ence and Religion.” 

The study produced other find- 
ings not related to radio-tv, such | 
as the indication that a stable mar-| ace that the survey is “the largest, 
riage and the presence of minor most authoritative available body 
children in a family seem to be | of research information on the 


SSS 
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ee 


eal Ac a 


‘er, 
sponsorship of National Council of m The extensive survey, using a| television at Yale and director of 
Churches of Christ in the USA,| tested, 3,600-home sample of met-_| the office of communications, Con- 
were published last week under|ropolitan New Haven, has been /|gregational Christian Churches of 
the title, “Television-Radio Audi-|termed the first major survey of| America, the survey involved nu- 


among the greatest factors in en-, subject of religious broadcasting” 


yet to appear on the U. S. scene. 
Led by the Rev. Everett C. Park- 
lecturer in religious radio and 


merous religious leaders, sociolo- 
gists, statisticians, interviewers and 
clerical workers. An administrative 
committee was headed by Liston 
Pope, dean of the Yale Divinity 
School. 


a Other notable findings included: 

1. Leading Roman Catholic pro- 
grams have a much larger audi- 
ence than leading Protestant pro- 
grams. 

2. Eight out of nine New Haven 
adults are ready to identify them- 
selves as related to a specific re- 
ligious group when asked to do so. 

3. Few New Haven pastors have 
yet given serious consideration to 
the impact of radio or television 
on their congregations. 

4. Homes in which there are 
minor children are more likely than 
childless homes to have tv sets. 

5. Family groups find programs 
directly based on the Bible the 
most interesting and useful of all 
religious programs. 


McCann-Erickson Picks Up 
Third Goodrich Account 

B. F. Goodrich Co. flooring divi- 
sion, Watertown, Mass., manufac- 
turer of asphalt, rubber and Koro- 
seal floor tiles and related items, 
has appointed McCann-Erickson, 
New York, to handle its advertis- 
ing, effective Jan. 1. Henry A. 
Loudon Advertising, Boston, is the 
present agency. 

B. F. Goodrich’s footwear divi- 
sion and Hood Rubber Co., a Good- 
rich subsidiary, have been McCann 
clients since 1928. 


P&G Sets New Oxydol Drive 


Procter & Gamble Co. will launch 
a “typical P&G campaign” na- 
tionally, shortly after Jan. 1 to in- 
troduce its new Oxydol containing 
oxygen bleach. The new product, 
which P&G has been testing in the 
West (AA, Oct. 3), will be promo- 
ted as “the first washday detergent 
to have its own built-in bleaching 
agent.” Television will be used 
primarily, supplemented by radio 
and women’s magazines. Dancer- 
Fitzgerald-Sample, New York, is 
handling. 


GOLFERS 
SPENDERS 


..» $190,000,000 annually for equip- 
ment, apparel and accessories... 
and their numbers are mounting in 
the fast growing Golf Market. 


“GOLF MARKET 
INFORMATION” 


gives the full facts 
from golf's leading 
publications 


GOLFing 


National Players’ Magazine 


407 S. DEARBORN ST., CHICAGO 5, ILL. 
20 VESEY STREET, NEW YORK 7, NEW YORK 


GOLFDOM 


THE BUSINESS JOURNAL OF GOLF 
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EXPANSION—Justin R. Weddell’s public relations organization, Pen- 
BIGGER BOTTLES BEING BUILT—Dr. sacola, and Newman, Lynde & Associates of Jacksonville have aj- 
Pepper joins the economy-size filiated to broaden agency services to northwest Florida. Mr. Wed- 
parade with this new 26-o0z. pack- dell (left) is shown signing the affiliation agreement with Hunter 
age. The new bottle is being intro- Lynde, president of the Jacksonville agency. 

duced in Corsicana, Tex. 
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Linden Graham Kryszko Allen 


WINTER CARNIVAL ROYALTY—Jack Frost VI (S. J. Kryszko, president 
of the Winona National & Savings Bank) and two Prince Frosts 
will serve as good will ambassadors for Winona, Minn., for the 
next 12 months and will reign over the Winona Winter Carnival 
Jan. 15-22. The Prince Frosts are C. E. Linden, advertising man- 
ager of The Winona Daily News, and Edward Allen, manager of 
KWNO. Presenting the scroll of office is retiring Jack Frost V, 
George Graham, president of Midwest Motors. 


DEViILTRY—Papa bashes Mama with a booze bottle in (right), by organizing a community cleanup, sends 
one scene (at left) from “Man of ACTION,” cartoon’ the devil (urban destruction) up in smoke. The 
Co eee eee , Te ee film produced by Transfilm for the American Coun- 16mm film, contributed as a public service by Con- 


ae 


cil to Improve Our Neighborhoods. The film shows _ tinental Can Co., is available on free loan to adult 
that, natch, slum conditions lead to such ungentle- community groups, industry and tv stations through 
manly behavior. However, Mr. Average Citizen Association Films’ regional libraries. 


Bakken Barger Hammett Ryan Bumgarner HARD TO MISS—This mammoth sign 


CELEBRATE HARVEST—Admen who helped Chicago farm publication identifies the Miller Brewing Co.’s i 

representatives celebrate at the annual farm harvest party last brewhouse in Milwaukee. The sign 

" month included Toni Bakken, Buchen Co.; Harry Barger, Wherry, is 84’x90’, in red, white, black and 

MORE HOLIDAY CHEER—“Miss Goodstix” (Alice Dehaim) poses behind Baker & Tilden; Lee Hammett, Western Advertising Agency; Rob- gold. Here, two painters for Derse 

glass panels which demonstrate Goodren Products (Englewood, ert Ryan, Abbott Laboratories; and Joseph Bumgarner, Dancer- Advertising Co. add finishing 

N.J.) plastic self-adhering transparent signs. Vacuum-formed tree Fitzgerald-Sample. 
ornaments help make up the three-dimensional Kessler signs. 


—_— PS 


touches. 


WHAT’S FOR DINNER?—“Eat out and have a cheeseburger” is the mes- 

sage of this co-op poster sponsored by the National and Chicago 

Restaurant Assns. and Kraft Foods. This kickoff poster will appear 

Jan. 1. Metropolitan Chicago is the test area for this tie-in promo- 

tion and in all, 158 posters will be used in the initial campaign. 

Other co-sponsors with NRA scheduled for 1956 are H. J. Heinz 
Co. and Mickelberry Sausage Co. 


Boone Thatcher Ebberts Johnstone Swain Starr Anderson 


LINEUP—Robert Boone, Abbott Kimball Co., and Hunt & Associates; Dan Ebberts, Dan Ebberts Ad 
Doug Anderson, Anderson-McConnell, welcome new Service; Jack Johnstone, Guerin, Johnstone, Jef- 
members of Southern California Advertising Agen- fries; L. J. Swain, L. J. Swain Advertising, and 
cies Assn. Newcomers are Guy Thatcher, W. H. Ashby Starr, Ashby Starr Advertising. 
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something to GROW about! 
November newsstand sales 


933.3" 


over November ’54... 


Sports Afield’s November newsstand sale has skyrocketed 99,000 copies 
over November, 1954—to a walloping total of over 400,000! 


This represents the largest newsstand sale of any single month 
in our 69-year history. 


And here’s why! 


Starting with the October Issue, and in each issue thereafter, 

Sports Afield doubled the number of editorial pages in its feature section 
and doubled the number of four-color pages in the same section, too. 
Something sensational had to happen . . . and it did. October newsstand 
sales jumped 25.4%—and November skyrocketed 99,000 copies over 

a year ago, or 33.3%. 


The new Sports Afield is the “beanstalk” magazine in the outdoor field 
today. Like the beanstalk in the fairy story, it’s a wonderful 
place for anybody’s “Jack”! 


The Authority for Fishing and Hunting 
A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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Y&R Adds Norcross named Young & Rubicam, New} 

Norcross Inc., New York, manu-| York, to handle its advertising, ef- 
facturer of greeting cards, wrap-| fective Jan. 1. Abbott Kimball Co. 
pings and signature notes, has/is the present agency. 


You See What's ona At A Glance! 


¥%e BOARDMASTER Visvai Control 
Saves You Time, Money. 


% Gives Graphic Picture of Your 
Operations. Stops mixups. 


%& Simple to Operate. Write on 
Cards, Snaps in Grooves. 


%& ideal for Sales, Production, 
Inventory, Scheduling, Etc. 


%& Made of Metal. Compact and 
attractive. Over 60,000 in Use. 


Full price $4950 with cards 
FR EE 24-page lilustrated 


BOOKLET No. V-300 
. Without Obligation 
it me Write or Call Wisconsin 17-8444 

GRAPHIC SYSTEMS, 55 W. 42nd ST., New York 36 


ica OR a ae Ae 


fare ayn ae Mn. Ta i Sl Sait . ft 


Advertising Age, December 12, 1955 


Newspaper Advertising Linage | 


October, 1955 | 
Media Records Report for 52 Cities | 


October October Per Cent January-October Per Cent | iim 

1955 1954 Change 1955 1954 Change | 
Classification 
Retail (total) ...... 144,137,409 137,068,686 + 5.2 1,233,875,497 1,157,713,474 + 6.6 

Dept. Stores ...... 54,486,358 52,688,598 + 3.4 459,908,220 435,025,280 + 5.7 | ie 
General .............. 39,777,610 37,559,180 + 5.9 310,558,274 297,489,447 + 4.4 | 
Automotive .......... 19,796,907 12,572,442 +57.5 158,420,687 119,324,278 +32.8 | 
Financial ............ 3,677,903 3,178,530 +15.7 33,732,880 29,874,027 +12.9) 
Total display ....207,389,829 190,378,838 + 8.9 1,736,587,338 1,604,401,226 + 8.2) 
Classified ............ 65,683,570 54,501,197 +20.5 595,749,842 508,818,662 +17.1) 
fe eA Ss 273,073,399 244,880,035 +11.5 2,332,337,180 2,113,219,888 +10.4) 


Joseph Jacobs Moves Office 

Joseph Jacobs Organization, New 
York agency, has moved to 342 
Madison Ave. 


Phillips to Wesley Associates 
Ruth Phillips, formerly advertis- 

ing manager of Barton’s Bonbon- 

niere and a copywriter with Maury 


Lee & Marshall, has joined the’ 


'a director of Jacob Ruppert. New 


copy staff of Wesley Associates, 
New York agency. 


Ruppert Boosts Steinreich 
Kenneth P. Steinreich. v.p. and 


York brewery, has been elected 
exec. v.p. He joined the company 


in 1947, was elected a v.p. in 1950 
and a member of the board in 1954. 


ACTUALS 

WORLD’S SMALLEST 
SHOCKER 

RUGGED CAMPAIGN 


@ INCREASING its TV time to a full hour, the Armstrong 
Circle Theatre is increasing the scope of its drama as well. 
Like the opening show about an American GI and a Korean 
war orphan, all dramatizations (esoterically called * ‘actuals’”’) 
are based on the theme, “It really happened.” Commercials, 
too, feature real people and homes...make sales messages for 


Armstrong Cork Company products unusually convincing. 


lye 2. 
Here tes wre sys int thm smsresinng 


3) THE GENTLEMAN in this intimate situation opens a 
new “shocker” campaign for Ocean Spray Cranberry Juice 
Cocktail. An established specialty product, it has long been 
advertised in newspapers. But to tickle the taste of the 
people who set trends, this full-color series has begun in 
Sunset and The New Yorker. New theme, “Sophisticate of 
the juices,” sets the tone for witty but well-mannered copy. 


ae He 
plectri¢. es, oe big-bulb results 


gel 


@ THE WORLD'S smallest flashbulb is getting the biggest 
photoflash promotion in General Electric history. Beginning 
with this four-page ad, G.E.’s new PowerMite M2 gets na- 
tional coverage in Life and on the Medic TV show. Camera 
magazines and Sunday supplements help pinpoint the sell- 
ing effort. Aimed at pros and amateurs alike, PowerMite 


” BBDO Cleveland. 


ads show how to “shoot better for less. 


O « OUTDOORS, aE Wr men are 


workout. That’s why it’s so important to men that today’s 
best-looking sportswear is also the most rugged. Man-tailored 
for Holiday and Esquire, this Du Pont nylon campaign offers 
men a new high in color, comfort, washability and long wear. 


Masculine photos and terse copy 


“Man’s idea of rugged sportswear 


bulls are Ye the size 


men, Seton really get a 


make a strong case for a 
.. » Du Pont Nylon.” 


BATTEN, BARTON, DURSTINE & OSBORN, 


NEW YORK * ATLANTA * BOSTON * BUFFALO * CHICAGO * CLEVELAND * DALLAS * DETROIT * HOLLYWOOD * LOS ANGELES * MINNEAPOLIS * PITTSBURGH * SAN FRANCISCO * SEATTLE 


INC, 


Advertising 


HIGH TIDE—This extra large, econ- 
omy-size package holds 16 lbs. of 
Tide detergent, features a handle, 
tear tape for opening. There’s also 
a 20-lb. size for Dash. Both were 
designed by Container Corp. of 
America for Procter & Gamble. 


Delta Increases Ad 
Budget in Line with 
Air Route Expansion 


ATLANTA, Dec. 6—Delta Air 
Lines is stepping up its advertising 
in line with the recent expansion 
of its routes to Charlotte, Washing- 
ton, Baltimore, Philadelphia and 
New York. 

Its ad budget for 1955-56 has 
been set at $1,500,000. As part of 
its increased advertising, in the 
next few months it will run two- 
color ads in National Geographic 
Magazine, The New Yorker, News- 
week, Time and U. S. News & 
World Report. Additional advertis- 
ing will run in Time’s Latin Amer- 
ican edition, Vision and various 
trade publications. 

The airline (formerly Delta-C&S 
Air Lines) serves seven countries, 
with its southern terminal in 
Caracas, Venezuela. 

Burke Dowling Adams Inc., At- 
lanta, is the Delta agency. 


Schenley Launches Special 
Drive for O.F.C. Canadian 

A special three-week promotion 
for its O. F. C. Canadian whisky 
has been launched by Schenley 
Distillers Co. in nine national mag- 
azines. Copy stresses the lightness 
of the whisky and the gift poten- 
tialities of the holiday decanter, a 
cocktail shaker. Media _ include 
Collier’s, Cue, Ebony, Life, Look, 
Our World, The New Yorker, Town 
& Country and Promenade. 

The magazine ads are being sup- 
ported by a campaign in newspa- 
pers in all major markets, and by 
business paper ads in the restau- 
rant field and a large volume of 
point of sale material. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 


Taylor Leaves Morey, Humm 
Mrs. Janet Chatfield-Taylor has 
resigned as a v.p. of Morey, Humm 
& Johnstone, New York, effective 
Jan. 1. Before entering the agency 
field, Mrs. Taylor was advertising 
and publicity director of Saks 
Fifth Ave. and fashion coordinator 
of Marshall Field & Co. She has 
not announced her future plans. 


Lysen Heads Edelman Office 


Rita Jane Lysen has been named 
manager of the New York office of 


‘Daniel J. Edelman & Associates, 


Chicago and New York public re- 
lations company. Miss Lysen 
joined Edelman in 1953 as an ac- 
count executive in the Chicago of- 
fice. 
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Advertising Age, December 12, 1955 


Pulse Network Radio Ratings | 
In 19 Markets, September-October, 1955 
EVENING 
Rank Program Rating : 
1 Qu - Wiles Spee Ts Te ci i i nl 5.3 | 
2 Two for the Money (Old Gold, CBS) ..........ccccccccccccccsecessescecseecesseeseneence 5.0| 
3 Groucho Marx (DeSoto-Plymouth, NBC) ............cccccccccccesscenseeeeeeeeseersseeeeeces 4.6| 
4 Lowell Thomas (Delco Batteries, CBS) ..........cccccccccccecsesscesececeesececeeseeeeeee 4.5 | 
5 aveeiea Crane, GU inch ssc sseocensveseen gis ap Soecinsdacsecesck 44| 
5 Me Remar Ue I ise oa sa cnisuscsccscehnccnslintitesecmumaneocnal 44) 
5 Gary Crosby, Gunsmoke (Chesterfield, CBS) ............cccccccccscesceescesseeasenseees 4.4 
5 I Se FI iesnccsnascdnssvasdncncbelbiissnichadenisensseiins discs csi aaucseaines 4.4 
5 ee peer CRUG, TOUR, GUD soso usin. <cennonstin btu ocporbnabeuttaclesnathce 4.4 
10 Fee Mamas meting Teel, COB) acvcessnscisncstth itis ctkenin Scinerishncescccscsstbee 4.1 
10 Jukebox Jury and Edgar Bergen (Philip Morris, CBS) ..............cc0cceceeseeee 4.1 
MONDAY-FRIDAY DAYTIME 

Rank Program Rating 
1 Mate: Tometh: Chee CIGD a5. cccccciciscsscnintinedicetctessséscthtbancidiennd) aun cee 5.4 
2 Me “Portlas: POG, SOR. cccccscdtenbictiaeientaiitick licences 5.3 
3 Arthur Godfrey (Several sponsors, CBS) ......ccccccccccsssessssseeesssseesesnnenenenees 5.2 
3 eR ae Ai a SECC ee) 5.2 
3 Peres aon (POG, COG) ic Bisse hstasiveccctestsvvassciss Asanenssadiliehiuetioinetes 5.2 
3 Wendy Warren (Several sponsors, CBS) .......cc.cccccscscssesseeeseneeeneeseeeensees 5.2 
7 ee ae Sie et ites dcrdiatinacev ei cctns cecescssind Aa ctnesecotsbeastotaned 5.1 
8 Make Up Your Mind (Continental Baking, CBS) ..........ccccccceceeeeeeeeeees 49 
8 Nora Drake (Toni, Bristol-Myers, CBS) ..........:ccccccccsssesseenseneseeserseeeneeenens 49 
8 Young Dr. Malone (Sleep-Eze, Tomi, CBS) ..........ccccccscsceseeesseeeeseesseenensen 49 


‘Ozzie,’ ‘Climax’ 
Are TV Winners of 
Christopher Awards 


New York, Dec. 6—The semi- 
annual Christopher Awards for 
motion pictures, tv, radio and song 
writing were announced last week. 

Television winners selected by 
the movement, whose aim is the 
“betterment of life,” were: 

Producer-director Ozzie Nelson, 
the associate producer, Leo Pepin, 
and writers Dick Bensfield, Perry 
Grant and Don Nelson, for the 
April 1 telecast of the “Ozzie and 


Harriet Show.” The ABC program 
was sponsored by Lambert and | 


Hotpoint. 

Producer Martin Manulis, di- 
rector John Frankenheimer and 
writer Robert Dozier, for the Aug. 
24 telecast of “Climax” (Chrysler) 
on CBS. 


s Radio awards went to: 

Producer-director Chick Vincent 
and writers Judith and David 
Bublick for “Symbol of Security” 
on Mutual. 

Producer Joseph O. Meyers and 
writer Sumner Weener for “Will 
Rogers,” the May 22 broadcast of 
“Biographies in Sound,” on NBC. 

Producer-director Max Hutto 
and writer Phil Leslie for the 
Sept. 6 broadcast of “Fibber Mc- 
Gee & Molly” on NBC. 


Designed by Raymond Loewy 
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“ADvisor” Book FREE 


Send for the Meyercord “ADvisor” 
book .. . just request it on your 
letterhead. Drop us a note today! 


‘MEYERCORD 


The New Canada Dry 


VALANCE PROGRAM 


A decal store window valance program carries 
your message directly to the poiat of sale — 
and the advertising space is yours without 
cost. Designed by 
Meyercord-produced decal program is complete 
. . . including pictorials of seven Canada Dry 
products, an ample selection of store privilege 
panels, strong emphasis on the new Canada Dry 
shield . . . plus an over-all planned pattern for 
decorating any shape or size store window. The 
new decal valance program ties in with Canada 


Whether your requirements call for a simple 


DECAL WINDOW 


Raymond Loewy, this new 


and other advertising media. 


spot window decal sign or a 
full fledged decal window 
valance program... it will 
pay you to get the full story 
on Meyercord’s complete 
art, creative, engineering 
and production facilities. 
Meyercord, the world’s larg- 
est decal manufacturer, can 
do the whole job better! 


Dept. L-201 
5323 W. Lake St. | 
Chicago “4, i. cs 
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How to 
reach more 
families in 
ERIE 


BO es... a 
POST O28)... Sao 


COLLIER’S........11.1% 


LOOK... 8.3% 
PARADE............ 61.9% 


This is the picture of Parade coverage* with 


THE ERIE DISPATCH 


Represented Nationally by Reynolds-Fitzgerald, Inc. 


It is much the same in all Parade cities of origin 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 markets 
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*Metropolitan County Area — Erie 
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tered Exclusively In The South 


TOP TEN BRANDS IN HOUSTON 


1955 Consumer Inventory and 
Product Availability Audit 
Of Retail Stores 


The new Houston Post study made by Dan 
E. Clark, II, & Associates, Inc., presents the Top 
Ten Brands in Houston, Texas. It pictures the 
Houston market — by family —for foods, bever- 
ages, household products, drug sundries, toiletries, 
appliances, automobiles, and other products. The 
survey shows brand preferences in households 
and distribution in grocery and drug stores. Just 
off the press. Contact your Houston Post or 
Moloney, Regan & Schmitt Representative for 


your Copy. 


STARCH READERSHIP REPORTS 


The Houston Post is the only newspaper in the 
South offering Starch Newspaper Readership Sur- 
veys. Through your Starch Reports of The Houston 


Post you will be able to find out how well your 1956 STARCH 
message rates in comparison with similar advertise- SURVEY DATES 
ments in the Houston market. F ebruary 16 
| March — 15 
Tear out this ad for your reference file. You are April 12 
cordially invited to schedule ads in these particular May 17 
Post issues. June 14 
September 13 
October 11 i 
The new Top Ten Brands Study and the Starch November 15 


Newspaper Readership Survey are part of The Hous- 
ton Post’s program to create better newspaper re- i 
search tools to serve you. 4 


Represented Nationally 
By Moloney, Regan & Schmitt 
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_ THE NATIONAL NEWSPAPER OF MARKETING — 


Advertising Copy and Translations—a Fascinating 
Exposition of Language in Action 


This is the first of a series of two articles dealing with the translation of ad- 
vertising copy into foreign languages. Relatively few readers of Advertising 
Age are faced with the problems of copy translation. Why, therefore, does AA 
devote more than five full pages of valuable space to these articles by Alfonso 


Lomo? 


Because Mr. Lomo has written a treatise on the form and structure of lan- 
guage—and in particular on the peculiarities of the English language—which 
is so informative and so interesting that everyone concerned with the use of 
words (and that includes practically every reader of AA) will find it pleasing 


and instructive. 


We heartily recommend this and the following article to you, even though 
you may never translate a single word into a foreign language. 


By Alfonso Lomo, Ph. D. 
Consulting Director, Lomo Consulting 
Service, Floral Park, N. Y. 


A book review appearing recently in 
The New Yorker had this to say about 
a certain book: “. .. translated from the 
Finnish by Alan Blair, who has the gift 
of making his translation invisible” (ital- 
ics ours). An “invisible” translation is no 
mean achievement—indeed, it is a super- 
lative one. It is the goal which every 
translation should reach. 

Take as an example the Authorized 
Version (commonly known as King 
James’ Version) of the Bible. The aver- 
age Bible reader is not at all aware that 
he is reading a translation. He realizes, 
of course, that the style of the language 
belongs to an earlier age, but he still 
feels that it is as authentically “English” 
as the works of Shakespeare which were 
written at more or less the same time. 
The translation, in other words, is “in- 
visible.” 

The foreign-language reader of your 
space ads, leaflets, booklets, and other 
advertising and promotional literature 
should also be unaware that the copy he 
reads is a translation. His mind should 
not be distracted by unaccustomed turns 
of phrase, unusual meanings, unfamiliar 
metaphors, or unknown background ma- 
terial. He should feel that the copy was 
written originally in his own language. 
And the nearer you approach this goal, 
the more effective your copy will be, the 
better job it will do for you. Each of us 
feels he is important. When you as an 
advertiser seek a potential customer’s 
favor in a form of his language that is 
quite perceptibly different from his cus- 
tomary way cf speaking or writing, he 
unconsciously feels he has been relegated 
to second place. This sets up a block in 
the path of your message that will slow 
it down or may even stop it altogether 
from reaching him. 

On the other hand, if your message is 
couched in such idiomatic and smooth 
style that it seems to have been written 
originally in his own language, the for- 
eign reader is unconsciously flattered that 
an organization in another land should 
consider him important enough to address 
him in his own tongue. He is more kindly 
disposed towards you. He is in a more 


receptive mood towards your message 
and more willing to unlock the gates and 
let down the bars on the path to his 
mind...and his pocketbook. 


® It is not impossible for your translated 
copy to attain this degree of perfection. 
However, to say it is not impossible is 
not to say that it is easy. This can be 
better understood by considering a par- 
allel case. To be a photographer, a person 
must have a camera, but the pictures 
taken by Margaret Bourke-White and 
those taken by Susie Jones can be as 
different in quality as day is from night. 
The difference stems, not necessarily 
from any difference between the cameras 
used, but chiefly and primarily from the 
great disparity in skill and proficiency 
between the owners of the cameras. 

Just as the mere possession of photo- 
graphic equipment does not make a per- 
son a photographer, so mere knowledge 
of a foreign language does not make a 
translator. Of course, a thorough knowl- 
edge of the two languages in which he 
is working is a first and indispensable 
requirement. But above and beyond that, 
“the gift of making his translations in- 
visible” requires of the translator the 
possession of a profound and thorough 
knowledge of the art of translation, to- 
gether with a high degree of proficiency 
in the art to apply it skilfully. 

If your translator is a real master of 
the art, you are fortunate; hang on to 
him, for such masters are rare. Only a 
master translator will be able to cast 
your copy in the foreign mold unaided, 
retaining in his translation all the impact 
and effectiveness you worked so hard to 
impart to it. Only a translator who is a 
master of his art will be able to discern 
what your copy is attempting to do, per- 
ceive the linguistic means you employed 
to achieve your purpose and, possessing 
a thorough knowledge of the foreign 
idiom, select unerringly from the linguis- 
tic arsenal of that language the appro- 
priate and precise linguistic vehicles to 
earry to the foreign reader’s mind and 
heart the impression your own copy does. 
But since these masters are rare, it may 
be that your translator belongs to the 
far more numerous class of plain “jour- 
neyman” translators. Their writing abil- 


Alfonso Lomo 


ity, their understanding of language and 
how it works, is usually not on a par with 
the ability of the original copywriter. If 
they are to turn out anything even ap- 
proaching a perfect, idiomatic and smooth 
translation, you must help them do it. 
The suggestions that follow are put for- 
ward in the hope that they may help you 
obtain, from such “journeymen,” transla- 
tions of your copy that will be at least 
unnoticeable even if they are not com- 
pletely invisible. 


® However, before we proceed to list our 
suggestions, you should have a picture of 
how a translation is arrived at. In this 
way you will be able to correlate what 
we suggest to the problems confronting 
the translator and to the preparation of 
the copy for translation. The easiest way 
for us to do this is to describe for you 
how we at Lomo Consulting Service proc- 
ess a translation assignment. 

All copy received for translation is 
handled by a team of two translators. One 
of the two takes the original English copy, 
makes a rough translation of it, and then 
sets it aside for at least 24 hours—longer 
if the job allows it—in order to forget the 
original English as much as possible. He 
then edits what he has translated, to 
make the translation read as idiomati- 
cally as possible. This is a very necessary 
step, since no translator, no matter how 
good, can help being influenced, in the 
way he couches his translation, by the 
constructions of the original copy. The 
human mind simply works that way. 

Then, after the original translator has 
edited his own rough translation, he 
passes the edited copy on to the second 
member of the team. This translator, 
without reading or referring to the origi- 
nal English, reads the edited first draft 
of the translation and, in turn, edits it 
much as a copy chief or a copy editor 
may have gone over the original English 
copy. Any ambiguities or obscure points 
in the edited translation are resolved by 
conference between the two translators 
without referring to the original. 


® After this second editing, the resultant 
translated copy is read by the two trans- 
lators against the original English to 
catch any possible omissions or mis- 


interpretations. At this time, the reading 
aloud of the translatica brings out any 
remaining rough spots or awkward con- 
structions, which are then corrected and 
smoothed out. 

Meanwhile, during all this process, 
ambiguities and obscure points may have 
been discovered in the original copy. A 
list of such points is made up and the 
client consulted to clear them up. These 
clarifications are then incorporated into 
the translation. All that remains is to 
type up a clean copy for transmittal to 
the client. 

The end purpose of all this work is 
to produce copy that talks the foreign 
reader’s language—not only literally, but 
figuratively. By that we mean copy that 
reads as smoothly and tellingly as if it 
had been written originally in the foreign 
language—that is, translated copy in 
which the translation is invisible. 


® Translations need not be ungrammati- 
cal or contain obvious blunders to be 
objectionable. It may be impossible to 
point out any particular errors and yet 
the text may give the impression of some- 
thing’s being awry. The best way to 
show this is by actual example. The 
English directions accompanying a Ger- 
man-made coffee grinder contain the 
following passages: 

“Fill in coffee first and switch on next. 
Avoid idle action. Use screw underneath 
base to regulate degree of fineness.” (The 
so-called “screw” is a dial or disc the size 
of a silver dollar. The directions then say 
further down:) “Clean grinding unit 
once every 4 to 6 weeks. Unscrew hopper 
by right-hand turn (direction indicated 
by arrow) and thoroughly remove grind- 
ing stock from all visible parts. Do not 
omit to clean the thread of the hopper 
and the motor housing very carefully of 
all remnants of ground coffee...If the 
hopper will not unscrew easily ...hold 
the mill between your knees...Then 
catch hold of the hopper with both hands 
and give a violent turn to the right.” 


® As can be easily seen, there is nothing 
radically wrong with the above copy. It 
is, on the whole, grammatically correct, 
and the words are English words, with 
no misspellings or other obvious blunders. 
And yet that isn’t the way an American 
manufacturer would have written his 
instructions. Reading this text, we are 
aware that a foreigner wrote it. It isn’t 
cast in our customary mold. The instruc- 
tions are intelligible enough, but some- 
how they offend our sense of linguistic 
propriety. If, instead of being a didactic 
text instructing us how to use the coffee 
grinder, this has been a piece of adver- 
tising copy attempting to sell us the ma- 
chine, this offense to our linguistic pro- 
priety would have set up a bar which 
would have been difficult, if not impos- 
sible, for the selling message to overcome. 

In apportioning responsibility for this 
unidiomatic English copy, how much of 
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it should be laid on the translator’s 
shoulders and how much should be laid 
at the door of lack of preparation of the 
original copy? Would the final English 
copy have been more idiomatic if the 
original German text had been prepared 
with a view to its translation? These are 
questions that cannot be answered cate- 
gorically with the evidence we have at 
hand. Nevertheless, experience shows that 
copy that is properly prepared for trans- 
lation usually yields a more idiomatic 
translation than copy not so prepared. 


What a Translation Really Is 

To get good work in any field it helps 
to know the field; to know its possibili- 
ties and its limitations; to know what can 
be and what cannot be done. That is why 
our printing is usually under the charge 
of a production man who knows printing; 
our art work is directed by an art director 
who knows art; our copy is controlled 
by a copy chief who knows copy, and so 
on down the line. When it comes to trans- 
lations, however, they may be dealt out 
by someone who is unaware of what a 
translation actually involves or, what 
may be even worse, who has a wrong 
concept of what a translation really is. 
This last is not to be wondered at. There 
are even, unfortunately, quite a few 
people who call themselves translators 
who also have erroneous ideas about 
what a good translation should be. 

Perhaps the best way to find out what 
a translation is may be to find out first 
what it is not. A translation is not the 
mere substituting of the words written 
in one language by the corresponding 
words in another. If a translation were 
such a mere substitution, anybody with 
a smattering of a foreign language and 
a good bi-lingual dictionary could trans- 
late Shakespeare’s works into that lang- 
uage. Of course, we know that this is not 
so. But that it is not so is less important 
than why it is not so. 

A little thought will tell us that Shake- 
speare’s works cannot be translated by 
just anybody even with the best of lingual 
dictionary obtainable, because the value 
of his works lies not in what he says but 
in how he says it. The skill with which 
the great poet spun and wove the ele- 
ments of English to fashion the arrest- 
ingly brilliant tapestries that are his 
works is a skill that only a few writers 
have. The person who attempts to trans- 
late Shakespeare’s works into another 
language must necessarily have a com- 
parable skill in handling the elements of 
the foreign language, to produce a com- 
parable result. 


® From this we can draw the legitimate 
conclusion that good translating is the 
rewriting in the foreign language of the 
ideas contained in the original. And we 
can infer further that a good translator 
ought to be as good a writer as the one 
who wrote the original. A translation 
performed by such a translator would 
not necessarily have an exact word-for- 
word correspondence with the original 
copy, but the ideas and the impact of the 
original will all be there. 

However, if we are not certain about 
the writing ability of the translator who 
is going to translate our copy, we can 
help him by anticipating his difficulties 
and writing our copy so as to minimize 
them as much as possible. These difficul- 
ties fall under several heads which will 
be discussed individually below. 


Words and Phrases 

Individual words in any language cover 
a certain area of meaning. There is first 
the core, which carries the general mean- 
ing of the word, and then there is a fringe 
area, more or less wide, surrounding this 
core, that imparts a certain color to the 
word, and this color may be either good 
or bad. The best way to illustrate this is 
to repeat what the late Prof. George B. 
Hotchkiss of New York University used 
to tell his advertising copy classes. “Re- 
member, gentlemen,” the professor would 


admonish, “gents wear pants but gentle- 
men wear trousers.” Very seldom will the 
corresponding words in two different 
languages cover exactly the same area, 
both core and fringe. If copy depends 
largely upon the fringe meaning of its 
words, on their connotation, to do its job, 
it is going to be very difficult to translate, 
except when it is handled by a translator 
who, first of all, has a sufficiently pro- 
found knowledge of the language of 
translation to be aware of variations and 
subtleties of meaning and who, in addi- 
tion, has the same feeling for words that 
the original copywriter had. A run-of- 
the-mill translator will probably trans- 
late the hard-core meaning, the denota- 
tion, of your words and blithely neglect 
the all-important connotation or fringe 
meaning—he may say pants where the 
situation calls for trousers and staunchly 
justify his action on the undeniable fact 
that both words mean primarily “a bi- 
furcated nether outer garment for men.” 


® Then again, words may have two or 
more core meanings but not necessarily 
the same two meanings in any two lan- 
guages. For instance, in the phrase “light 
meal” the adjective light means not 
heavy, while in the group “light kitchen” 
the meaning of light is not dark. In the 
same way, the word dish stands for piece 
of crockery in the phrase “porcelain dish,” 
while it means particular kind of food 
prepared in a certain way when one 
speaks of a “New England meat dish.” 
But if we combine the two words “light 
dish,” the meaning is not apparent out of 
context since that phrase could mean 
either a piece of crockery that is not dark 
in color or it could mean a certain kind 
of food that is not heavy. 

This particular two-word phrase was 
chosen to illustrate the point about words 
of multiple meanings because it serves 
o show what happens when such words 
re translated. The Spanish word for 
“dish” has exactly the same double mean- 
ng as in English: “plato” means a cir- 
‘ular piece of crockery and it also means 
a particular kind of food. From this it 
follows that the double meaning of this 
inglish word can be carried over to the 
Spanish version. However, this is not so 
with the word “light.” In this case, the 
meaning not heavy is expressed by the 
word “liviano” and the meaning of not 
dark is taken care of by the word “claro.” 
Now in turn the Spanish word “claro” 
means not dark as in “cuarto claro” or 
“azul claro” (light room—light blue), 
but it also means not turbid (or trans- 
parent) as in the phrase “liquido claro” 
(clear liquid). 

Here we see that one English double 
meaning can be carried over into another 
language while another double meaning 
cannot be. The cases where the double 
meaning cannot be carried over to 
another language are far, far more nu- 
merous than the cases where it can be. 
This fact makes it extremely diffi- 
cult and, most of the time, impossible, to 
translate copy that depends on punning or 
double meaning for its effect. In some 
cases, a top-flight translator may be able 
to find a completely different phrase or 
text containing a pun which may be used 
in the copy without appearing too in- 
appropriate, or which will perhaps blend 
more or less well with the rest of the 
copy. This, however, is not really trans- 
lating but original writing and it is, 
precisely, the possession of such writing 
skill that distinguishes a “master” trans- 
lator from a “journeyman.” Be sure your 
translator is really in the “master” class 
before you ask him to translate a head- 
line such as the one advertising a spark 
plug that runs as follows: “Here’s a Hot 
Tip—tTry a Hot Tip !” 


a We come now to phrases, and it is well 
to clear up what is meant by phrases for 
purposes of this discussion. First of all, 
we do not refer to idioms (which, inci- 
dentally, go far beyond what are classi- 
fied as idioms by the usual reference 
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The Creative Man's Corner... 


Time for 


azine space. 


motoring as a harness or a buggy. 


something about. 


way, to make clear to motorists the 


and new. 
As it is, spark plug ads seem to be 


fess] Ae BPR FLU CIN EON | CRNEMAL MOTORS CORPORATION 


STANDARD FACTORY EQUIPMENT ON MORE THAN HALF OF ALL CARS BUILT TOBA! 


Despite the fact that few motorists ever look at the spark plugs in their 
car—or could recognize them if they did—we cannot help feeling that, in 
general, spark plug advertising is a tremendous waste of money and mag- 


Take this AC ad, for example. First of all, and in the face of increasing | 
horsepower, an actual nag is as far removed from modern motor cars and 


Buried deep in the copy—in fact, in the next to the last sentence—is the 
admonition to have your spark plugs changed every 10,000 miles. This is the 
one useful piece of information the ad contains—the one thing you can do 


We should think spark plug manufacturers would try, in an interesting 


motor. This need not be mechanistic. 
perience to which it could be compared, to bring about greater understanding 
of the humble spark plug and a keener appreciation of keeping plugs clean 


publications addressed to service stations and garage mechanics—or by peo- 
ple who have been trodden on so long they feel it is no longer worth while 
to use imagination in producing an advertisement. 


a Change 


The sihen response of s wellroned engine can make you feel 
you re fhyeng hugh — just iche Sparky on rhe pecture shove? 


he Sithny Way 
woth 2 minemam of maimeenance, wth new Her Tip AC Spark Plugs 
ACs deep coveted insulacor op — the famous Mor Top — heaes basen 
ec ue receverd. ways lean tong steer ordemary plugs would 
have fouled aad tom thes efhcvemcy 
Hove « new ser of Hor Tip AC Spark Plage installed every 10,000 
miles, Keep your car running the “Sithy Way,” coo! 


function and use of spark plugs in a 
There are many things in human ex- 


written by people who write for trade 


books and which are a much more inte- 
gral part of speech and writing than is 
commonly realized). An idiom is a com- 
bination of words which, together, have 
a particular meaning that cannot be 
deduced from the usual meaning of each 
component word when used separately. 
Or, to give the Irish schoolmaster’s def- 
inition: “An idiom is a group of words 
that says what you do not mean and 
means what you do not say.” Such as 
Monday week to express the meaning of 
the kilometric phrase on the Monday of 
the week following the week that contains 
next Monday, or the idiom half again as 
much which stands for one and one half 
times something else. 


Phrases Explained 

Now that we have cleared up what we 
do not mean, let us say what we do mean. 
By phrase is meant a combination of 
words that is customarily used by 
speakers of a language to illustrate or 
push home a point, and which is complete 
in itself. What we really have in mind 
could perhaps be better expressed by 
calling them “crystallized metaphors.” 
These phrases are in essence metaphori- 
cal expressions that have taken such 
firm root in a language that people use 
them in ordinary, every-day speech as 


freely as they do the individual words 
of the language. 

Because these phrases are metaphors, 
different languages may have adopted 
different imagery to convey the same 
thought. For instance, the phrase “to 
carry coals to Newcastle” comes out in 
Spanish, “to carry firewood to the forest” 
and, in Russian, “to carry samovars to 
Tula” since that city is, or was, a center 
of samovar manufacture. “To lock the 
barn after the horse is stolen” is ex- 
pressed in Spanish, “after the donkey has 
starved to death, to pile barley as high 
as its tail”; and when in English “the 
pot calls the kettle black,” in Spanish 
“the donkey calls the mule long-eared.” 

A long series of such phrases could be 
listed, but these will suffice to show that 
if one of them is used, the imagery of 
the phrase should not be pursued in the 
copy, and least of all should it be illus- 
trated with a picture, since then the 
whole effect will be lost when the English 
phrase is rendered by the one correspond- 
ing to it in the foreign language. Other- 
wise it will have to be translated literally 
and, not being the phrase to which the 
reader is accustomed, it will not have the 
desired effect. 

Now there are other phrases that are 
work horses with no intention of being 
metaphorical. These expressions are 
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really code phrases for a constantly re- 
curring idea. For instance, a laundry in 
the U.S. may have in its window and on 
its trucks the legend, “We pick up and 
deliver,” while a Spanish-American laun- 
dry will say “servicio a domicilio” to 
express the same idea, meaning literally 
“(we render) service to the residence,” 
the words in parentheses being omitted 
in Spanish and understood by the reader. 
Notice also that the word used is 
residence, since the word for home in 
Spanish is the same as that for hearth 
and thus it is reserved for occasions with 
greater emotional content than the mere 
expression of the idea of house or resi- 
dence. 


® Into this category enter many of the 
expressions that are used to give direc- 
tions, instructions, or prohibitions. In 
English, prohibitions are usually rendered 
by a negative command such as “NO 
smoking; NO admittance; post NO bills.” 
In Spanish, these prohibitions are usually 
rendered by a positive command with a 
verb meaning to forbid, e.g. “smoking 
forbidden; admittance forbidden; affix- 
ing of posters forbidden.” This should be 
borne in mind when preparing for trans- 
lation the copy of instruction sheets, 
labels and other similar material. Nega- 
tive commands that are to be translated 
should be turned into positive commands 
wherever possible. Instead of saying, 
do not open incinerator cover while it 
is in operation, say this: keep cover of 
incinerator closed while it is in operation. 
Change the phrase Do not take more than 
3 tablets a day to read Three tablets is 
the maximum that may be taken in one 
day. It will require great ingenuity at 
times to be able to “accentuate the posi- 
tive” but your effort will be repaid in 
better, clearer and more idiomatic trans- 
lations. 


Ditferent Languages, Expressions 

There are, in fact, many instances in 
which different languages use quite 
different means to express the same idea. 
For instance, if A is above B, one lan- 
guage may express it that way, while 
another language may customarily say 
that B is under A, and in either case the 
relative positions of A and B are accu- 
rately described. This is better illustrated 
by giving two completely independent 
texts advertising two different cars, one 
written originally in English and the 
other originally in Spanish. In the English 
copy this phrase appears:...The low 
center of gravity gives better cornering. 
In the Spanish advertisement the copy 
informs us that ...the small height above 
the ground of the center of gravity per- 
mits further lowering of the top. As you 
can see, both advertisements locate the 
center of gravity with respect to the 
ground with accuracy, but they do so by 
diametrically opposite expressions. Then, 
consider the phrase weather permitting 
used, for instance, on a poster announcing 
a baseball game; a poster announcing a 
Spanish bull-fight is more likely to say 
if the weather does not prevent it. Or a 
phrase like ease of maintenance which, if 
translated literally, is utterly meaning- 
less; it has to be turned around to say the 
little work which its maintenance 
requires. 


a Except in the hands of a translator who 
lacks the knowledge and experience to 
recognize where these differences exist 
and where they do not, this peculiarity of 
language does not cause much trouble by 
itself. It does become troublesome and 
is the source of unidiomatic translations 
when the particular expression in one 
language is used as a peg on which to 
hang a particular advertising effect. If a 
copywriter points out that high savings 
to the user of a product are brought 
about by the high dilution at which it is 
used, it would be difficult to get the same 
psychological effect obtained by the use 
of the two high’s in a language such as 


Spanish where high dilution must be ex- 
pressed as low concentration. 

The designation “code expression” 
could be properly attached to the names 
of objects. Many things have names com- 
posed of two or more words which may 
be written together as in horseshoe or 
separately as in lag screw. Here, again, 
languages differ in the words chosen to 
make up the compound term. For in- 
stance, in English the kind of top or cov- 
er used on certain receptacles like salt 
cellars and pepper shakers is known as a 
shaker top. The Spanish name for such a 
top translates literally into English as 
perforated lid. English takes the function 
to name the object while Spanish names 
it according to its form. For that reason, 
any psychological effect pegged on the 
English name would be completely lost 
in Spanish. 

Instances could be multiplied to illus- 
trate these principles, but from what has 
already been said the reader will have 
come to see that copy that is to be trans- 
lated ought to be carefully screened to 
eliminate possible obstacles to a good 
idiomatic translation—puns and words of 
double meaning, “crystallized metaphors” 
and advertising effects dependent upon 
these words and phrases for their force 
and results. Otherwise the translated 
copy may be completely ineffectual. 


Grammatical Hurdles 

In all translations of advertising copy, 
grammar stands squarely in the path that 
leads to a good idiomatic translation, and 
bars the way to an effective rendering of 
the original copy. It does this with its 
right and its left arms—first of all, that 
is, by the requirements of the construc- 
tion of its phrases and sentences, tech- 
nically known as syntax, and then by the 
necessity of conforming to certain forms, 
called morphology by the grammarians. 

Just as in railroading the unit of oper- 
ation is the train and not the individual 
car, so in language the unit of thought is 
the sentence and not the individual word. 
Railroad cars cannot carry any passengers 
or freight until they have been linked to- 
gether and a power source or engine has 
been hooked on to form a train. By the 
same token, words cannot convey thought 
until they are combined with each other 
and with a verb to form a sentence. Sin- 
gle engines are considered trains by rail- 
road dispatchers when they move about 
in the right-of-way. And so are single 
verbs considered full sentences when ap- 
pearing alone in such cases as commands 
or requests: e.g. “Come!” or “Stay!” But 
in both cases, this is the exception and 
not the rule. The usual thing is that a 
train be made up of several cars plus an 
engine and that a sentence be composed 
of several words plus a verb. In excep- 
tional circumstances, additional engines 
or verbs may be added. 


e And, just as in making up trains, a 
certain pattern is followed and certain 
kinds of linkages are used to bind the 
train together, so in language the words 
must follow a certain pattern and certain 
links have to be used, these links differ- 
ing from one language to another. The 
English sentence: This store has an as- 
sortment of ladies’ black silk stockings, 
for instance, is rendered in Spanish lit- 
erally as follows: This store has an assort- 
ment of stockings blacks of silk for 
ladies. Notice that black is made into a 
plural because in Spanish it has to agree 
in number with the noun it modifies, and 
that ladies’ and silk, used adjectivally in 
English, have had to be converted into 
the prepositional phrases for ladies and 
of silk. Then, again, notice the order of 
the words in English and in Spanish. In 
English, the modifiers of stockings are 
placed before the word while in Spanish 
they follow it, and in reverse order. 

The rules of syntax of each language 
require that a certain word order be fol- 
lowed in the phrases and sentences in 
order that meaning be conveyed. Take for 
instance the basic subject-verb-object re- 
lationship. Some languages like English 


are very strict in their rules and require 
that the order be followed without devia- 
tion. Other languages which use devices 
other than word order or position to con- 
vey this relationship allow much more 
flexibility in this respect. For instance, 
the English sentence my father saw your 
brother means one thing, but if we change 
the order and say your brother saw my 
father, the meaning would be the exact 
opposite. On the other hand, the Esper- 
anto sentences mia patro vidis vian fraton, 
mia patro vian fraton vidis, vian fraton 
mia patro vidis, vian fraton vidis mia 
patro, vidis mia patro vian fraton and 
vidis vian fraton mia patro, all mean 
“my father saw your brother,” and may 
be used interchangeably with perfect 
freedom. To express the opposite thought 
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of your brother saw my father, it would 
be necessary to say via frato vidis mian 
patron or any of the five other permuta- 
tions of the three elements of the sentence 
(subject, verb and object). 


® From the above, it will be quite evident 
that to express the primary relationship 
between the doer of an action and the 
receiver of that action, English uses the 
device of rigid word order or position, 
while Esperanto uses change of form 
(that is, the addition of an -N to the re- 
ceiver of the action and the word modify- 
ing it). What form is and how it affects 
translations will be explained more fully 
further on. 


(To be continued.) 


Looking at Radio and Television... 


Awards: Open Season 


By The Eye and Ear Man 


Award season is here again, and once 
again it is apparent that the new tele- 
vision industry needs a central control 
to prevent a multitude of meaningless 
awards from cluttering up the programs. 

The first awards of the season were 
presented by Sylvania. These were select- 
ed by a committee consisting of, among 
others, a musician, a ballplayer, and a 
politician. No one knows for sure how 
they determine what show falls in what 
category, or by what means they judge 
the shows. Sylvania is a manufacturer 
competing with several other electrical 
appliance companies using television. 
Would Westinghouse announce, on its 
program, that Sylvania, a competitor, had 
given it an award? 


® The plain facts of the matter are that, 
for very little cost—a clock-statue made 
by Sylvania and prominently featuring 
the Sylvania name—this manufacturer 
gets a free commercial ride on a number 
of television shows. (Apparently the three 
minutes the company gets on “Beat the 
Clock” is not enough time.) 


Next will come the Peabody Awards. 
These University of Georgia awards are 
probably more genuine than the others, 
but the method of categorizing shows, the 
nature of the judging, and the eligibility 
of the judges who cast ballots are pretty 
foggy. An award, no matter how well in- 
tended, cannot have validity unless the 
rules are determined by qualified people 
and the jury is composed of authorities or 
experts. 

Then come the Look awards. Here again 
a random list of semi-qualified judges 
will mysteriously vote on a list of shows 
which some equally esoteric group will 
compile and categorize. Look will then 
push heavily through the publicity and 
promotion departments of agencies and 
clients in order to have Look representa- 
tives appear on programs to give awards. 
All this is an old device used to get the 
magazine prominently displayed and ad- 
vertised at no cost to the advertising 
department. 

Add to this group Billboard, Downbeat, 
Variety and many others, all with the 
same purpose—to get the publication 
name mentioned without a red cent of 


Just Looking... 


One of the more common forms of 
literary snobbery is that of looking 
down the nose at advertising. 

But where, I ask you, can be found 
a more depressing show of bad taste, 
sly innuendo, and downright chicanery 
than in the advertising of books? 

I give you two current examples. 
The first is a 670-line ad in the New 
York Times for Robert Penn War- 
ren’s “Ban of Angels.” It is head- 
lined, “The year’s best novel,” and the 
copy says: 


a “This is the startling story of a 
beautiful Kentucky aristocrat who sud- 
denly learns she is the daughter of one 
of her father’s slaves. Shock follows 
shattering shock as she is torn from 
her home, sold into slavery and then 
taken to the mysterious house of her 
master in the French Quarter of New 
Orleans. From her days as the young 
white mistress of a plantation full of 
Negro slaves, to her life as the Negro 
mistress of a white slaveowner, 
Amantha’s story is a stunning revela- 
tion of the turmoil and passions of a 
beautiful girl caught in a web of hor- 
ror.” 


By Walter O’Meara 


Example No. 2 is a smaller ad fea- 
turing “The major offering of 1955,” 
MacKinlay Kantor’s “Andersonville.” 
The illustration shows a _sluttish- 
looking woman in sheer dishabille sit- 
ting on the edge of a bed and peeling 
off her stockings. The copy quotes her: 

“I like gentlemanly ways. When 
menfolks come to me to be enter- 
tained, I always ask them, if they be 
strangers, Will you please act like gen- 
tlemen and not cuss?” 

This, apparently, is the best that the 
inspired hucksters of belles-lettres can 
find to say about “the year’s best 
novel” and “the major offering for 
1955.” 


a I hasten to add that not all book 
advertisers are guilty of this sort of 
thing. But there are enough to embar- 
rass those who stick to the advertising 
profession’s ordinary standards of taste 
and decency. 

Book advertisers, you may have no- 
ticed, have suddenly become big-time 
users of full-page newspaper space. 
Perhaps this would be a good time for 
them to clean up what seems close to 
becoming the slums of advertising. 
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out-of-pocket cost, and exposure guaran- 
teed to a basketful of homes. (How come 
AA has not caught on to this?) 

What to do? The first sensible proposal 
for unification of this mess has come from 
a California group organized on the same 
basis as that on which the Oscar-giving 
Academy for the film industry is set up. 
This group is called the National Academy 
of Television Arts and Sciences. Recently 
they have managed to gather together 
leaders in television representing talent, 
network, producers, agencies, and allied 
crafts for the purpose of standardizing 
and giving significance to awards—the 
Emmy is theirs—and having a body that 
is respected, unbiased, uncommercial, and 
dignified, that can speak for the televi- 
sion industry. 

Whether the Emmy group will accom- 
plish that is problematical. Organizations 
like this are often without real purpose 
or without any rewards to give to their 
members except occasional meetings and 
the right to vote for awards. This is rarely 
worth the $10-$15 they get a year for 
membership. But the newest member of 
show business certainly needs a spokes- 
man to answer the harebrained do-good- 


Salesense in Advertising ... 


ers who are always conducting fascinat- 
ing surveys about television and crime, 
or television and commercialism or 
hootchy-kootchy dancers on tv or some- 
thing else. 


® This answer cannot come from a com- 
mercial or semi-commercial tv organiza- 
tion. It must come from a cultural organ- 
ization dedicated to the well-being of 
television and with cognizance of the 
responsibilities of the medium. 

How nice for the talent and the pro- 
ducers to receive an award which they 
know comes from an honest vote of the 
members of the profession voting in a 
democratic fashion in a secret ballot and 
voting for shows categorized by the rep- 
resentatives of each interested group! 

The American public has, of course, 
already elected its favorites. The rating 
services tell the advertiser how well his 
shows did competitively, and on a daily 
or weekly basis. This is all that counts 
for the agency and its client. But it is nice 
to think that this industry could have a 
yearly award that is not commercial and 
has the deep meaning to the recipient that 
the Oscar has to the film industry. 


150 Decisions in 17.9 Minutes 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

According to the Grocery Manufac- 
turers Assn., as reported in Fortune, 70% 
of supermarket purchases are made on 
the spur of the moment. 

This “impulse buying” is anything but 
leisurely; the average 
shopper, says Brand 
Names Foundation, 
makes 150 decisions in 
17.9 minutes. Roughly 
about 7 seconds per de- 
cision! 

This pattern of shop- 
ping behavior can 
? mean only one thing; 

namely, instant visual 

James D. Woolf = familiarity with the 
appearance of the label and the package 
at the point of sale is a consideration of 
paramount importance. Says Walter P. 
Margulies, well-known industrial design- 
er: “Consumers, today, shop more by 
eye...than they do with shopping lists. 
A package may be ‘seen,’ but if it isn’t 
also recognized, the chances of making a 
sale are small.” 


@ The late William James, renowned 
Harvard psychologist, once observed: 
“Men have no eyes but for those aspects 
of things which they have already been 
taught to discern...The only things we 
perceive are those which have been la- 
beled for us, and the labels stamped on 
our minds.” 

No less an authority than James Webb 
Young once wrote this: “Nowadays we 
tend to discount what used to be almost 
the sole objective of advertising; namely, 
to create familiarity. That familiarity 
alone is a great sales asset... was almost 
the earliest discovery about advertising.” 

It is probably true that the purchase 
of billions of dollars’ worth of branded 
supermarket items is motivated primarily 
by the shopper’s instant familiarity with 
the package, with no claims, no connota- 
tions. no imperatives to use the product. 

If familiarity alone was a great sales 


asset in early times, as Jim Young says, 
it surely is a vastly greater asset in this 
modern era of self-serve shopping. 


® Thinking about this today, I fell to 
wondering whether, especially in the case 
of supermarket impulse items, not only 
the brand name but the appearance of the 
package—its shape, design, and other 
identifying characteristics—should not be 
prominently portrayed in every advertise- 
ment, and in life-like color whenever 
possible. This is by no means common 
practice currently. After a careful exami- 
nation of the advertising pages of a doz- 
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BRAND IDENTIFIED—Although the image of 
the can does not dominate this color page, 
the unusual pictorial treatment strikes 
me as a most effective way of stamping 
the V-8 label on the reader’s mind. This 
ad combines powerful appetite appeal 
with strong brand identity exceptionally 
well. 


Only Miracle Whip can 
make pears taste so good ! 
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LABELED—This excellent advertisement in- 
cludes prominently a full-color, almost 
life-size portrait of the Miracle Whip jar. 
Note also that the product’s brand name, 
Miracle Whip, is displayed boldly in the 
headline. “The only things we perceive,” 
says William James, “are those which 
have been labeled for us, and the labels 
stamped on our minds.” 


Presenting 
Amenca’s finest gift decanter 

for America’s finest gift whiskey 
~ full quart size 


FAMILIAR SYMBOL—The Four Roses symbol 
is visually familiar to millions of persons. 
There is no doubt that great quantities of 
this product have been bought for no 
other reason than the buyer’s instant rec- 
ognition of the four roses at the point of 
sale. Fortunate is the product with a 
brand name that can easily be “pictorial- 
ized” on the label and in advertising. 


en popular magazines, I find many, many 
advertisements of impulse items in which 
both the brand name and a likeness of 
the package are extremely inconspicuous, 
not to mention several advertisements 
which include no image of the package 
whatever. 

When the product’s name lends itself 
readily to graphic pictorial representa- 
tion (Four Roses, Log Cabin, Aunt 
Jemima, White Horse, Cracker Barrel, 
ete.) the objective of a high degree of 
brand identification is easier of attain- 
ment. 


Advertising Age, December 12, 1955 


NOW... BLUE BONNET MARGARINE IS 


GOLDEN IFUL 
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Yes, now all the golden guainew of Dive 
BoMNet Margarine is deebly protected in gudd- 
en foil— with a Bp Tape for any opemng 
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Better for FRESHNESS! 

Bice Bonwer’s detcious freahnes is al! wale 
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Better for NUTRITION! 
Bion Bowne Marganne now pves you al! 


Blue Bonnet Margarine iene 


& FLAVOR 4. NUTRITION ,<¢ BCONOMY! 


COLOR DOES IT—A series of advertisements 
like this one can hardly fail to establish 
a high degree of package and label fa- 
miliarity with Blue Bonnet at the point 
of sale. “Golden Foil,” says the headline 
in big golden letters, and “Golden Foil” 
says the dominant golden illustrations. 


“HE ALMOST BIT MY HEAD OFF!” ~ 


Was he mad! His best aport stert... I'd washed 
twice bet it stil) lanked grubby 


“Then what did you do?” 
“1 tried thue Cheer ~ the worly Eltiaebeth ewrnrs by.” 
“The one they say you don't need bluing or bleach withT” 


“That's the ane. And it certainly did the trick, 
The curt came cut good a. nee! 


“But didn’t it tade the caters?” 


“Nope —ectuajiy made Um tuak hngttor 


“Gee! —1 gues 14 better try btve Cheer myneti.” : 
PACKAGE SPOTTED—The package likeness in 
this advertisement covers an area of not 
more than three square inches, but it is 
the only color unit (red, yellow, blue, 
white) in the otherwise black-and-white 
page. The contrast is so great that the 
package stands out with almost startling 

vividness. 
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On the Merchandising Front... 


A New Road to Retail Economies 


By E. B. Weiss 
Merchandising Consultant 


Retailers constantly dig for small econ- 
omies, cutting the cost of wrapping ma- 
terials (instead of cutting the cost of 
archaic wrapping techniques), checking 
light bulbs, etc. 

But established re- 
tailers will not be able 
to do better than stem 
the rising tide of total 
costs of doing business 
through petty econo- 
mies. Bold strokes will 
have to be taken if the 
uptrend in total costs 
is to be not merely 
braked, but actually 
reversed. 

And in this connection a development 
as fascinating as it is hopeful has sprung 
up out on the West Coast. This is the in- 
triguing story: 

The gigantic Bank of America, the 
country’s largest bank, has installed a 
great battery of electronic computers. 
This installation is for use primarily for 
the bank’s own functions throughout its 
far-flung branch-unit empire. 


E. B. Weiss 


= However, the bank is apparently of the 
opinion that it can cut its own costs on 
these expensive installations by keeping 
these devices busy throughout the month 
and that this might be done by putting 
these devices to work on the accounting 
functions of retailers, in particular the 
considerable amount of paper work in- 
volved in retail credit granting. As a 
matter of fact, the bank sees no reason 
why the service could not be extended to 
cover most of the retailer’s vast paper 
work, ranging from processing accounts 
receivable and payable and extending to 
inventory and stock control records. 
Moreover, payroll, financial statements— 
even check-cashing—could also be taken 
over by the bank. 

This would leave the retailer primarily 
with the function of buying and selling 
merchandise and the assumption is, of 
course, that a central service could per- 
form the “paper” functions more eco- 
nomically (as well as more accurately 
and more quickly) than could the retailer 
himself. That assumption would be com- 
pletely valid with respect to probably 
98% of the retailers of the country. 


a It is interesting to note in this con- 
nection that: 


1. Banks have moved into electronic 
equipment much more rapidly than have 
retailers, and more purposefully, too. 
(Several years ago, for example, the 
banks appointed a committee to determine 
typical electronic requirements for banks, 
and this committee then passed its find- 
ings on to the manufacturers of this 
equipment.) 


2. One of the big problems for banks 
involving this equipment has been that 
of keeping the equipment profitably op- 
erating—and that requires maximum 
usage of the equipment, something that 
normal banking functions do not always 
guarantee. 


3. The banks have shown a tendency to 
become more aware of retail needs. This 
is evidenced by the broad trend of banks 
to take over some of the charge-account 
functions of retailers. It has been further 
evidenced by the more recent trend of a 
few banks to make available new types 
of credit services for the customers of 
retailers. 

For these reasons, it is more than 


probable that a number of banks will, in 
time, move in this direction of “renting 
out” their electronic control equipment 
for use by local retailers. The concept 
will have the following appeals to the re- 
tail fraternity: 


1. There is a definite trend throughout 
industry toward the “renting” of services 
formerly performed by manufacturers in 
their own offices. For example, the ac- 
counting function is being “farmed out” 
to local organizations specializing in this 
sort of work; many manufacturers no 
longer prepare their own payrolls, etc. 
There is also the rapidly growing trend 
toward the development of outside or- 
ganizations that will rush into a manu- 
facturer’s offices white-collar help of all 
kinds for temporary needs; this is becom- 
ing a big business. 


2. The retailer, however, has made lit- 
tle use of these outside services, to date. 


3. But retailing’s rising costs must be 
slowed down; ultimately, they must be 
reversed. That can’t be done with petty 
economies and, to date, volume quite ob- 
viously has not turned the trick. For dec- 
ades, retailing has looked to volume to 
maintain its net-profit percentage. In our 
mass outlets, volume has not done too 
competent a job in that direction. 


4. Retailing finds it increasingly diffi- 
cult to attract the required type of white- 
collar help, largely because of store hours 
and because of low wage rates. 


5. Too much of the store space is taken 
up by white-collar workers. This space 
becomes increasingly costly, from every 
standpoint. 


6. If that space could be turned over to 
the basic function of displaying merchan- 
dise, the resulting increase in volume 
might, by itself, balance out for many 
retailers the price they would have to pay 
for outside “paper” service. 


= 7. Retailing needs better inventory 
control—more accurate, more prompt, 
more informative. Electronic devices can 
do that. But these devices are costly and, 
moreover, they will become obsolete rap- 
idly because the technology is still young. 
Banks can underwrite these costs; few 
retailers can. 


8. The retail credit function promises to 
continue to expand and expansion in re- 
tail credit-granting involves many cost 
factors, including those of paper control. 
With Woolworth now experimenting with 
revolving credit in some of its stores, it 
is clear that retail credit techniques are 
in for still further expansion in scope, 
variety, etc. This makes electronic con- 
trol that much more vital. 


9. As in industry, tax and other laws 
necessitate a mounting volume of paper 
work for retailing. This will not diminish. 


10. Retailing, itself, will continue to 
expand geographically, as well as in vol- 
ume. Chains of all kinds will become 
larger; the more they spread out, the 
more paper work will be involved. We 
will have many more “national” retail- 
ers in the future. 


For all of these reasons, plus others 
that could be adduced, the concept of 
“sending out” retailing’s paper work is 
enormously appealing. I think the chances 
are excellent that banks and other or- 
ganizations—some formed specifically for 
this purpose—will put electronic robots to 
work for retailing. 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


I am looking at American newspapers 
again for the first time in over three 
months. Occasioned by some work in 
Australia, for the second time I have 
been around the world. The advertising 
in newspapers elsewhere has been vital- 
ly interesting to me even though I could 
not read it in many countries. 

I think it is not too great an oversim- 
plification to say that the quality and 
extent of selling in any given country is 
a pretty good index to the vitality, level, 
and tempo of its economy. And newspa- 
per advertising is a good index to the 
quality and extent of selling. 

We were in Honolulu, most of 
Australia’s big cities, Hong Kong, Ma- 
nila, Bangkok, Istanbul, Rome, Florence, 
Munich, Vienna, Paris, Madrid, Toledo 
and Lisbon. 


s In vigor and amount of retail adver- 
tising, of all the countries we have 
visited, including England, India, Greece, 
Egypt, Switzerland (earlier trip) none 
compare with Canada, Australia, and 
the U. S. 

In those countries, business men have 
learned to use advertising—even freely. 
But due to high costs in all these coun- 
tries (wages are lower—but think of 
newsprint costs in Australia!) it is time 
now that business men learned to use 
advertising more efficiently. Particu- 
larly retail operators. 

Newspaper rates everywhere com- 
pared with 1939 are extremely low per 
inch per 1,000 of circulation—or per 
milline—as against all the other things 
stores buy. Yet, retailers believe rates 
are high. The executive head of one of 
the greatest department store groups in 
the U. S. told me a few months ago that 
newspaper rates are so extremely high 
they pose a very awkward problem for 
department stores. 

He was astounded at my contention 
that space carries the cheapest price of 
anything bought by stores. He had 
viewed rate increases without taking 
into consideration increased circulations. 
On top of that he might have considered 
there are more papers reaching people 
with far more discretionary spending 
power per capita than in the “good old 
days.” 


Newspaper rates seem high to stores 
largely because the space they buy does 
not produce sufficient volume to make 
the rates appear low. Since the message 
printed in the white space largely de- 
vermines the response to be had, it is 
hardly valid to say rates are high unless 
they are assessed against space being 
used effectively enough to produce a 
reasonably decent standard of response. 

Many an important store executive 
who can tell in a day whether his sec- 
retary is competent, never discovers 
whether his creative people in the ad- 
vertising department are competent. Or 
whether his buyers who substantially 
affect advertising know anything at all 
about it. He has no standard by which 
to judge. Hence, untrained and untu- 
tored buyers and ad people will continue 
to make rates appear high until man- 
agement determines to use no more 
than $1 to do $1’s worth of work in a 
newspaper. 

There are numerous principles to be 
learned in connection with wriung good 
copy, and many subtleties to learn in 
connection with selling all possible by 
print. Yet—stores pay little attention 
to even the more obvious matters of 
selling through making ads serve and 
communicate well 

One of the first ads I noted on my 
return to the U. S. was the above. Ex- 
pensive space on four columns. Ali peo- 
ple simply will not read an ad the same 
way. In this case, since the price is an 
integral part of the copy, many a wom- 
an who is interested in finding out about 
the leather and colors will read right 
on without letting the price sink in. 
Then when she gets to the bottom of the 
ad she will read “sizes 10% and 11— 
$10.95.” Some of these will unquestion- 
ably believe the shoe is availabie only 
in those sizes. (Some prospects for 10% 
and 11 shoes will never know this ad 
offers those sizes.) 

Someone may say: “Not many will 
make that mistake.” I don’t know how 
many will, but it is an ad’s job to avoid 
all possible errors of interpretation. Far 
better in an ad like this, I think, to 
combine size and price data all at one 
point. Such copy thought as is present 
here is good. 

Yes—I think it’s time retail stores 
turned to serious effort to learn to make 
their advertising do a better serving- 
selling job. 
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Pick an Actor as 
Your Own Trademark 
on ‘Annie,’ TPA Says 


New York, Dec. 6—Many pro- 
ducers would battle to keep the 
sponsor away during casting time, 
but Television Programs of Amer- 
ica is inviting potential backers to 
select a key character in the new 
“Tugboat Annie” film series. 

Next week the syndicator-pro- 
ducer will run a page ad in The 
New York Times directed to top 
executives of such companies as 
General Mills, General Motors and 
Lever Bros. They will be offered 
the chance to choose one of the 
supporting players for the adven- 
ture film. 

TPA suggests that this person 
be used as a fulltime salesman for 
the sponsor when he is not work- 
ing before the cameras. The adver- 
tiser may take his choice of a male 
or female character; the role of a 
friend or relative of “Annie” will 
be written into the story after the 
advertiser has made his selection. 

In the ad to prospective buyers, 
TPA suggests: “This salesman, who 
is primarily an actor (or actress), 
will help at conventions, sales 
meetings, demonstrations—wher- 
ever you or your sales manager 
has an important assignment for 
such a ‘special’ sales person. 


® “You may use this salesman in 
your newspaper advertising and 
also on your television commer- 
cials. He or she will be working 
for you exclusively.” 

“So many times a sponsor finds 
a show he likes and then starts 
thinking about who will handle his 
commercials,” Michael M. Siller- 
man, TPA exec. v.p., said. He 
pointed out that the commercials 
are just as important to the adver- 
tiser—if not more important—than 
the show. 

The TPA “Annie” plan, he ex- 
plained, will enable the sponsor to 
plan his commercials in relation to 
the show from the outset. The pro- 
ducer suggests that a secondary 
character, rather than the lead, be 
used for this assignment, since 
such an actor—unlike a big name 
star—can be available for as much 
sales and merchandising activity 
as the sponsor wishes. 

“Annie” will be offered to net- 
work or national spot advertisers 
for $35,000 a week. Producer Jack 
Chertok is expected to have a pilot 


fis at 
HE CAN HELP YOU 


If you're looking for 
National Distribution 


Barney Kingston 
Merchandising Director 


If you’re a manufacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the Inde- 
pendent direct selling field this may be 
FF aaa important message you ever 
read. 


You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamiet in the U. S. Also 
in many foreign countries. 


The service of our experienced merchan- 
— ~~ a. aS no . 
y'll a your product, see 
has resulttul direct selling possibilities. 
if product qualifies they'll present 
a wlll saleotected plan for speedily 
giving 48-state distribution—a pian that 
starts over 50 new companies every 
month . . . many of which now do a 
multimillion dollar business. 


Don't lose another day's sales. Write 
Directo qo het O} portunity . 
irector . A-194, Op un a 
azine, 850 North Dearborn Street, Chi. 

cago 10, Iilinois. 
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film ready to show potential clients promotion, through which Milner | of its public relations department, 


in February. The series can be 
ready in time for spring airing, 
TPA said. 


Milner Slates Largest 
Perma Starch Drive 

Milner Products, Jackson, Miss., 
has announced that it will run 
the largest ad campaign in its his- 
tory next year for Perma Starch. 
The starch will be promoted in 
newspapers and magazines, on four 
network radio shows and in a spot 
television drive calling for 10 to 
12 spots per week on stations 
throughout the country. 

The “Mrs. Homemaker’s Forum” 


pays $5 for helpful household 
hints, will be expanded. A special 
feature will be the awarding of 
40 one-week expense-paid trips to 
Florida. Gordon Best Co., Chicago, 
is the Milner agency. 


Benton & Bowles Names Three 

Emmett Faison, formerly an ac- 
count executive with Arndt, Pres- 
ton, Chapin, Lamb & Keene, Phila- 
delphia, has joined Benton & 
Bowles, New York, as an account 
executive. B&B also has named 
Robert L. Jordan, exec. v.p. of 
Standard Public Relations Inc. 
for the past three years, manager 


‘succeeding Larry Lowenstein, who 
/has joined Columbia Broadcasting 


System as director of press infor- 
mation. Hugh F. Mulvaney, pre- 
viously an account supervisor with 
Charles Mathieu & Co., has also 
joined B&B’s p.r. department. 


American Scientific to Towell 
American Scientific Laborator- 
ies, Madison, Wis., has reappointed 


Arthur Towell Inc., Madison, to 


handle its advertising. Towell di- 
rected the company’s advertising 
until two years ago, when the ac- 
count moved to Calkins & Holden, 
Chicago. 


‘Spot TV’ Book Will Include 
Data on Farm TV Homes 
Starting with its Dec. 10 issue, 
Spot Television Rates & Data will 
include U.S. Census Bureau fig- 
ures on the number of farm homes 


‘having tv sets, Standard Rate & 


Data Service, Evanston, Ill., has 
announced. The new  set-count 
data will be listed by counties for 
34 states, with additional states 
to be included later. 

The new information is intend- 
ed for use in conjunction with a 
station-by-station listing of hours 
of regularly scheduled farm pro- 
gramming which SRDS inaugu- 
rated four months ago. 
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‘BH&G’ Launches 
Year-Long Home 


Improvement Contest 


Des Mornes, Dec. 6—Better 
Homes & Gardens will inspire home 
owners to dream up home im- 
provement ideas and—hopefully— 
to engage in home improvement 
activities during 1956 with a spe- 
cial contest. 

Prizes for the best home-im- 
provement ideas will total $25,000. 
The contest will run throughout 
1956 and will be featured in the 
magazine’s editorial pages starting 


with the January issue. 

Entry blanks will be carried 
in the magazine and will be avail- 
able from retail lumber dealers, 
hardware stores, paint and wall- 
paper stores, allied dealers, real 
estate boards and financial institu- 
tions. 


® Trade associations, manufactur- 
ers and local dealers are being 
given an opportunity to tie in with 
the contest. 

Local contest outlets can obtain 
contest promotion kits containing 
all material necessary to fully pro- 
mote the contest on a local level— 
suggested newspaper, radio and 


television releases plus complete 
contest details. 

Cooperating manufacturers will 
be given the opportunity to hold 
special tie-in contests, to use the 
contest cooperating seal and will 
receive salesmen’s contest bro- 
chures. 

Advertising in BH&G and in 
trade publications will push the 
contest during 1956. 


Arnold Joins Silton Bros. 


J. Lawrence Arnold, corporate 
consultant in marketing and sales 
development, has joined the ex- 
ecutive staff of Silton Bros., Bos- 
ton. Mr. Arnold, who formerly 


operated his own marketing serv- 
ices organization in New York and 
has been associated in a consulting 
capacity with Dun & Bradstreet, 
Scoville Mfg. Co. and other com- 
cies of the agency. 


Grove Co. Names Block 


Grove Co., St. Louis manufac- 
turer of Thermo-Jac jackets, Side- 
liner coats and other girls’ sports- 
wear, has appointed Frank Block 
Associates, St. Louis, to handle its 
national advertising and merchan- 
dising, starting with the summer, 
1956, selling season. The _ initial 
campaign will use full-color ads 
in Seventeen. 


.WITH WCBS RADIO! 


When it comes to delivering the goods, WCBS Radio 
personalities keep the supermarket boys hopping. 


And that’s a tribute to the loyalty and trust they’ve 
won from their audiences, who consistently place more 
WCBS Radio programs on the list of Top Ten local 
daytime participating shows than all the other New 
York network stations combined. 


Because people trust this warmly human WCBS Radio 


team—just as they trusted the advice of the old-fash- 


ioned grocery clerk—they walk into supermarkets 


pre-sold on the brands they choose. 


Make sure your products are among those pre-sold by 
the Number One Station in the Number One Market. 
Simply call CBS Radio Spot Sales or WCBS Radio. 


a | 


JACK STERLING BOB HAYMES 


JOHN HENRY FAULK HERMAN HICKMAN 
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MARTHA WRIGHT 


BILL LEONARD 


GALEN DRAKE LANNY ROSS 
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Pontiac welcomes visitors — 


RE ae 


our 40 years of service to 
the advertising industry 
has placed us in a unique 
position— Only Pontiac has 
six unified services under 
one roof, in our own build- 
ing. If your group is inter- 
ested in touring America’s 
most modern engraving 
plant call or write us. \ 
We've already had over 
3,500 visitors in the past 
4 years so we'd be glad 
to oblige; and of course 


there's no obligation. 

» 
P. S. We also do a bang up job 
of coordinating art work, photog- 
raphy, photoengraving, ad setting, 
electrotyping and color process 
work for agencies ar 1 advertisers 
all over town. It's something only 
Pontiac can do and we'd like 
to tell you more about it. 


| 
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——~ 
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UNIFIED 
SERVICES 


COLOR PROCESS 


PHOTOGRAPHY TP 
ELECTROTYPING Vf 
ENGRAVINGS AV/ |] 
TYPOGRAPHY 
ART WORK 
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812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicage 7, Illinois 
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Advertising Age, December 12, 1955 
Promotion Execs Co., is president of the national 


’ organization. Pointing out that 


L y & © ui aa u G G Organize : Will Clarify sales promotion is a “fog” area, Mr. 


Kelly said: “If you ask 100 people 
> ; what it means and what it does, 

VIRGINIA Role m Marketing you will get 100 different answers. 
“Met litan” Lynchburg retail) N®w YorK, Dec. 6—A new or-| “We hope to make sense out of 

ellen bean HIGH R TH? N THE | £anization has been formed for|this function of sales promotion. 
U. S. AVERAGE! sales promotion executives. Called| We are attempting to give it the 


..\the Sales Promotion Executives | significance it deserves in the field 

5 ge 3 Se pects ably lta Assn., it already has 400 charter|of marketing.” 
50,000 city zone population. members representing 334 compa-| [Local chapters are being 
nies. formed throughout the country. 
ADVERTISE IN LYNCHBURE—GET OURMARKETFOLDER | Stated purpose of the new TOU | The New York chapter received its 
eens Sta is “to clarify and professionalize| charter last week and has sched- 
WARD-GRIFFITH CO. the function of sales promotion in| yled a series of monthly meetings. 


'all industry.” Its mailing address is 525 Lexing- 
| William R. Kelly, manager of| ton Ave. 


sales promotion, Sinclair Refining 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


® President of the New York 
chapter, which has 140 members, 
is Victor Ancona, sales promotion 
manager, American Machine & 


ra ye pesens TRAIL-BLAZER—Charter for the first Sales Promotion Executives Assn. 


Corp., ist v.p.; Peter Sarfaty, chapter is presented to Victor Ancona by William R. Kelly, man- 
Cannon Mills, ond v.p.; John F. ager of sales promotion, Sinclair Refining Co., and national presi- 

WILMETTE Forsyth, Trans-World Airlines, dent of the new organization. Mr. Ancona (right), head of the New 
FISHING TACKLE TRADE NEWS ILLINOIS treasurer, and Daniel Caust, Lily- York chapter, is sales promotion manager for American Machine 
Tulip Corp., secretary. & Foundry Co. 


i | Limited Uses of 
; Fast Surveys Are 


Recounted by Frame 


New York, Dec. 6—The high- 
speed survey is the market re- 
searcher’s friend and foe, Stanley 
Frame, director of marketing re- 
search, National Biscuit Co., told 
the New York chapter of the 
American Marketing Assn. last 
week. 

Lining up the pros and cons of 
high-speed testing, Mr. Frame 
praised the quick-answer method 
as an emergency measure in de- 
termining an answer in an abso- 
lute minimum of time. 

On the other hand, he warned 
that such a method should never 
be used when the problem is criti- 
cal and there is no room for doubt. 
Only the thorough definite-answer 
study should be used under these 
circumstances, he cautioned. 

Mr. Frame recommended high- 
speed testing under three condi- 


tions: 
Sheaffer Pens are known @ When the risk involved in a 


everywhere as writing instruments Ee : iniate-anaiiit ik ta teen tien thaeteks 
of exceptional quality. But a YO . . ‘4 of running no test at all. 
Sheaffer takes nothing for granted, P | Rete. hg ; - bytes several ba pe ap —_ 
2 rs nd - 
and maybe that is one reason ae pe podem Spent are being run, and the risk of fai 
$S00 


: : ure of any single test is outweigh- 
for its outstanding success. ed by the likelihood of success 


from the others. 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 
in FTTN —the one specialized book with top 
coverage of 11,047 top tackle dealers and jobbers. 


re. 


vee) 


For example, Sheaffer recognizes 
the tremendous importance of 


@ When the product, package, 
service or other factor to be tested 


the Youth market to its current . : is still in the formative stage, and 
df war Not only do = s the test involves a number of 
and future ;, usiness. INO tae: i 4 ye . choices requiring simultaneous de- 
teen-agers in school use millions : . etek: 
upon millions of pens and ag rele _ ste ——. test = be bs 
‘ : ie  tt—i‘itOs : reacherous ally, because it usual- 
pencils during the age ; hey form . i . ly skips over factors considered es- 
brand preferences in this field which ‘ hi sential in a definite-answer study, 
, stay with them for as long as they use Mr. Frame pointed out. 


. f + as For example, he said, it usually 
a pen and pencil—and that is for the rest of their lives. et Se ce ae ee 
Consequently, Sheaffer conducts a vigorous advertising and public relations program in the identification of the factors in the 


. ‘ . ek problem, testing of initial hypoth- 
junior-senior high school market through Scholastic Magazines. A solid schedule of hard-hitting eank; inctiiadians ti tebecolatenen 


advertisements drives home the merits of Sheaffer Pens. And a well-coordinated public relations and call-backs. It also simplifies 


program based on Sheaffer sponsorship of the famous Scholastic Writing Awards gains the such factors as editing and coding, 


tabulation and presentation, he 
plaudits and the good-will of millions of educators, students and parents. pre 


Such advertising in Scholastic Magazines reaches 1,750,000 student subscribers pea at the | 

“point-of-use” of the product. It sells the product today; it implants a deep brand preference 

for future sales. The campaign is placed by the Russell M. Seeds Co., Inc. Pe & eS o x & KR 
NORTH CAROLINA 

1. Buying Center of Craven County. 


2. Quality of Mar 
8. Effective Buying Income 
$21,112,000. 


/ : }\ THE RICH NEW MARKET IS 
SCHOLASTIC ( FC) MAGAZINES | |Beoaiaiaee 
yl THE EVENING SUN JOURNAL 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
33 WEST 42ND STREET : NEW YORK 36, NEW YORK iettenainctenennetinats 


et—105. 


WARD-GRIFFITH CO. 
765 EAST WACKER DRIVE, CHICAGO ¢« 1221 HEARST BLDG., SAN FRANCISCO | The Ward-Griffith Co. maintains offices 


in al! principal advertising centers 
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Advertising Age, December 12, 1955 


ANA Statement to Members ‘Clarifies’ 
Group's Position on Anti-Trust Suit 


(Continued from Page 2) 
15% or 90%,” he said, “as long as 
it does a good job.” He said Sea- 
gram has written contracts with 
all its agencies. 


= A spot-check by AA indicated 
that advertisers are giving careful 
study to the ANA statement. How- 
ever, most of them said their ar- 
rangements with agencies are not 
covered by written contracts, at 
least not in the detailed form ad- 
vocated by ANA. 

One advertising manager said | 
that in light of the Pepsi-Cola | 
scrap with Biow-Beirn-Toigo, it 
might be very wise for an adver- 
tiser to have such a contract. 

An ANA spokesman pointed out 
that the recommendation for a 
written contract conforms with the 
views of the American Assn. of 
Advertising Agencies. 

Frederic Gamble, president of 
the Four A’s, told AA he had seen 
the ANA statement but had “no 
comment.” He did say, however, 
that the Four A’s has advocated 
for many years a written adver- 
tiser-agency contract which spells 
out the conditions under which the 
two work. 


Text of Letter 


December 2, 1955 
Dear ANA Member: 

Because of some published interpreta- 
tions and implications as a result of the 
talk made by ANA general counsel, Gil- 
bert H. Weil, at the recent ANA annual 
meeting, some confusion and possible mis- 
understandings have arisen as to ANA’s 
position. Consequently, we want to set the 
record straight for the benefit of ANA 
members nd others who may be con- 
cerned. 

As you have been informed, the ANA 
is not a party to the action of the De- 
partment of Justice against several organ- 
izations representing media and agencies. 
However, because the complaints issued 
by the government involve agency recog- 
nition and 15% commission practices, the 
ANA on behalf of its members has a very 
real interest in the effects this govern- 
ment action may have on the relation- 
ships between advertisers and_ their 
agencies. 


@ Believing that the time had come to 
make a realistic appraisal of the actual- 
ities of the current situation, both with 
respect to the law and the practical ap- 
plication of the law, the ANA asked its 
counsel, Gilbert Weil, to make such an 
appraisal based on his working knowledge 
of the law and advertising practices over 
many years, and to present his view at 
the open session of our ANA annual 
meeting on Nov. 2, at which agency and 
media representatives were present. 

Mr. Weil’s talk, widely hailed as a 
sound and clarifying analysis, was favor- 
ably received by ANA members as a 
valuable service. 

Now, as regards the question of ANA’s 
position on the 15% agency commission 
method. It should be made clear that the 
ANA has taken no position for or against 
the continuance of a 15% agency commis- 
sion as a basic method of compensation. 


@ The matter of what services an adver- 
tiser requires and obtains from his agen- 
cy and what is to be paid for those serv- 
ices is the individual responsibility of the 
advertiser; just as the matter of the scope 
and character of an agency’s services 
and what the agency will charge for those 
services is the individual responsibility 
of the agency. It is generally acknowl- 
edged that the 15% commission method 
for agency services has served advertisers 
and advertising well over the years. 

It is also recognized that as advertising 
has expanded in volume, scope and im- 
portance as an indispensable sales and 
public relations instrumentality of Amer- 
ican industry, the scope and value of the 
specialized services required of well-or- 
ganized agencies have expanded beyond 
the scope of the traditional commission 
system as originally conceived. Conse- 
quently, the matter of determining the 
value of these expanding services in any 
given case and arriving at an equitable 
basis of payment has become an increas- 
ing problem to many advertisers and 
their agencies. 


@ Regardless of the outcome of the Jus- 
tice Department’s action, one point of 
transcending importance stands out: I 
think you will agree, upon reviewing Mr. 
Weil’s talk, the weight of his remarks is 
aimed at encouraging advertisers to study 
and develop with their agencies working 


that the “laborer is worthy of his hire.” 

I believe the conviction is prevalent 
among advertisers today that they have a 
highly valuable asset in the creative and 
specialized skills of their agencies. This 
has been increasingly recognized as agen- 
cies have broadened the base of their 
services and can generally offer advertis- 
ers far more than the minimum—the cre- 


ating and placing of advertisements. 


@ It is in this direction that the ANA has 
been working for some. time through its 
advertising management committee. In- 
creasingly we are finding [that] when an 
advertiser draws up a carefully thought- 
through working agreement with his 
agency in which the kinds of services he 
requires, the extent to which the agency 
agrees to perform such services, respon- 
sibilities of each and the extent to which 
the cost of the specified services may be 
covered by the customary commission ar- 
rangement, or the extent to which other | 
considerations might bear upon the sub- | 
ject—where these are meticulously spelled | 


out, this is a most effective approach to | 
the problem. 
It is clear that the full power of adver- 
tising will be necessary as never before to 
meet the challenge of creative marketing 
now confronting national advertisers. 
Any action that would have the effect of 
causing a deterioration of agency serv- 
ices, or that would impede the desired 
development of agencies’ services to meet 
advertisers’ expanding marketing needs, 
along with the evolution of an equitable 
basis of payment for such services, would 
be a disservice to the best interest of all 
concerned and should be avoided. 


Sincerely, 


Bek 3 speetertarreds dA tae 


Paul B. West. 
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Dulany Names Barden A. M. 

Elliott H. Barden has been 
named advertising and sales pro- 
motion manager of John H. 
Dulany & Son, Fruitland, Md., 
processor of Dulany frozen and 
canned foods. Mr. Barden, who 
will direct promotion campaigns 
in the markets served by Dulany 
distributors, formerly was with 
Richmond Newspapers Inc., most 
recently as retail food advertising 
manager. 


agreements that will insure the most ef- 
fective service on an equitable basis of | 
payment in keeping with the principle | 


if you're 


IN CANADA, THE STAR WEEKLY iS “PART OF THE FAMILY” 


shooting 


for sales don’t miss 


There’s something for every member of the 
family in the Star Weekly. The two big 
Magazine sections—the Roto—the exclusive 
Comics—and the weekly Novel—all add up to 
“family appeal” that gives your advertising in 
the Star Weekly more chances to sell—to more 
people—everywhere goods are sold in Canada. 


You know the Star Weekly is wanted reading, 
because all across Canada—everywhere your 


these ‘family shots’’ 


families it’s home-delivered 


“C.0.D,.” 


salesmen go—Canadian families pay cash for it, 
week after week. They buy it in the stores, and 
in every English-speaking centre of 60 or more 


by carrier boy, 


Cash-confirmed readership, Canada-wide 


distribution and fine-quality printing all com- 
bine to make your advertising dollar worth 


more in the Star Weekly. 
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PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1954 the Paterson Call carried 
35% MORE 
Department Store advertising than 
the other Paterson paper. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Burnett Is Named 
Company of Month by 
Henry George School 


Cuicaco, Dec. 6—The Leo Bur- 
nett Co. was honored as the “com- 
pany of the month” by the Henry 
George School of Social Science at 
its monthly commerce and indus- 
try luncheon last week. 

The agency was hailed as the 
largest in Chicago, and as having 
contributed to social and public 
service projects. Attention was also 
called to the fact that it was one of 


KANSAS CITY IS SOLD on 


NOW AVAILABLE... New Rotary Bulletin 


POSTERS 
BULLETINS 
SPECTACULARS 


the first in the advertising busi- 
ness to institute a profit-sharing 
plan. ; 

Richard N. Heath, president, 
responded for the Burnett organ- 
ization and introduced nine vice- 
presidents who were seated at a 
special table. 


Carl R. Kesler, editorial writer | : i 
of the Chicago Daily News, spoke | a 


at the luncheon on “The Right to 
Know,” outlining the fight of| 
newspapers and other media) 
against restrictions by government | 


agencies on the free flow of infor-| ee 
mation guaranteed by the Bill of | 


Rights. 


Masterson Sells Company 
Fred J. Masterson has sold the 
advertising and publishing person- 
nel company in Chicago bearing 
his name to F. W. Barnholdt, his 
associate for the past three years. 
Mr. Masterson sold space for 
Crowell-Collier, Scripps-Howard 
and Macfadden publications before 
forming his business in 1939. He 
will announce his future plans af- 


ter Jan. 1. 


Advertising Age, December 12, 1955 


Advice to the couth ......... g 


pach ote Oe ee ~ 


pa. s 
ove 


HEUBLEIN’S ye _VWERMOU THS 


COUTH-VERMOUTH—As Ogden Nash 
has it “...people who are couth... 
admire Vermouth.” This new se- 
ries of Heublein ads will feature, 
besides Mr. Nash, such celebrities 
as Dorothy Kilgallen, Faye Emer- 
son and Ludwig Bemelmans. 


In Texas... 


i SALES MANAGEMENT REPORTS THAT- 


PROOF POSITIVE! ... that FORT WORTH 
is one of America’s leading markets covered by 


THE FORT WORTH STAR-TELEGRAM 


250,090 


Daily 
Circulation 


Morning and Evening 


TEXAS’ BUSIEST SALESMAN! 


As filed with the Audit Bureau of Circulation, subject 
to audit, for 6 months average ending March 31, 1955. 


POPULATION 


EFFECTIVE 
BUYING INCOME 


RETAIL SALES 


(November 10, 1955) 


FOOD STORE SALES 


FURNITURE— 
HOUSEHOLD— 
RADIO STORE SALES 


LARGEST CIRCULATION IN TEXAS 
. .. without the use of schemes, premiums or contests—“Just a Good Newspaper” 
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Complaining Pilots 
Err; Sign Isn't Too 
Tall, Operator Says 


Cuicaco, Dec. 6—The Air Lines 
Pilots Assn. International has filed 
a formal protest with the city 
council aviation subcommittee 
against an 18’ electric outdoor sign 
at a gasoline station just north of 
Midway airport. 

In a letter to Alderman John 
Egan, subcommittee chairman, 
ALPAI said it was “shocked by 
the apparently callous disregard of 
safety” in replacing the sign. A 
previous sign was knocked over 
last July 17 by a Braniff Airways 
plane as it crashed while attempt- 
ing to land. In the crash 22 per- 
sons were killed. 

ALPAI recommended that zon- 
ing and building laws be changed 
to forbid the construction of such 
signs. Current zoning laws permit 
the building 6f outdoor signs up to 
25’. 


= The sign is owned by White 
Way Electric Sign & Maintenance 
Co. and is leased to Oklahoma Oil 
Co. Thomas F. Flannery Sr., pres- 
ident of White Way, told AA that 
his company plans no action on 
the matter. 

“We were very cautious in put- 
ting up this new sign after what 
happened last summer,” Mr. Flan- 
ery said. “We received all neces- 
sary permission from the Civil 
Aeronautics Administration and 
from municipal agencies before it 
was built.” 

Mr. Flannery, who said his sign 
is only 16’ high, pointed out that 
the building next to the sign is 
25’ high, that landing lights in the 
airport itself across the street from 
the sign are 25’ and street lights 
in the area are 10’ taller than the 
sign. “There also are many other 
signs and buildings near the air- 
port that are much higher than 
ours,” Mr. Flannery added. 


Admiral Elects Two V. P.s; 
Separates Sales Divisions 

Admiral Corp., Chicago, has 
elected two new v.p.s and has 
established separate sales divi- 
sions for electronic products and 
home appliances. 

Elected as v.p.s are George A. 
Bodem, Admiral distributor, who 
was named v.p. of the electronics 
division, and James R. Oberly, 
president of Admiral International 
Corp., who was elected to the 
added post of v.p. of the appliance 
division of the parent company. 
H. D. Conklin has resigned as gen- 
eral sales manager of the company. 


Robert Ingold Forms Agency 


Robert L. Ingold, formerly an 
account executive with Albert 
Frank-Guenther Law, Philadel- 
phia, has formed his own agency 
in Philadelphia. With offices at 
1433 Land Title Bldg., he will han- 
dle financial and_ institutional 
advertising exclusively. 


PEORIA 


Test and Sell Illinois’ 
Largest Downstate Market 
with the 


JOURNAL STAR 


“4 


Want Cooperation 
on Tests or 
Merchandising? 


’ 
Here’s your Man... 0. C. SUMMERS 
Nat'l. Adv. Mgr. 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 
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TIME BUYERS’ DELIGHT—Just a twirl 

of the dial gives the cost per thous- 

and—tv speaking—on the WBNS- 
TV mechanical calculator. 


WBNS. NBC Spot 
Hail ‘Exclusive’ 


Cost ‘Calculators’ 


New York, Dec. 6—Add this 
one to the “great minds” coinci- 
dence department: 

In the mail from NBC Spot 
Sales came a rotating circle-with- 
in-a-circle device for calculating 
radio-tv audience sizes and cost 
per thousand. With it came a press 
release hailing the not-too-abstruse 
invention as the “first of its kind” 
and saying that the cardboard in- 
strument had been copyrighted. 

On its heels came a picture of a 
cost per thousand “calculator” and 
a press release from WBNS-TV, 
Columbus, O. This “time buyer’s 
delight . . . is believed to be the 
first of its type ever designed for 
local station use,” the release 
trumpeted, adding: “All tv cost 
calculator copyrights are reserved 
by the station.” 

NBC Spot Sales said its device 
can come up with a cost per thous- 
and answer to a given advertising 
problem in less than five seconds 
(assuming size of market and 
audience rating are correctly 
known). It is applicable to any 
market and any station in the 
country, said the network unit. 
Three thousand of the twirl cards 
were mailed to time buyers, admen 
and broadcasters last week. 


NBC Gets Telecast Rights 
for TV Academy Awards 

National Broadcasting Co. has 
signed for exclusive rights to tele- 
cast the annual presentations of 
the Academy of Television Arts 
and Sciences, to be held March 17, 
1956. The hour-and-a-half telecast 
will be sponsored by the Oldsmo- 
bile division of General Motors 
Corp. 

The awards are made in Holly- 
wood, but there will also be cut- 
ins from New York to cover win- 
ners there who are unable to be 
present. 


Murphy Joins KBIF as A.E. 

John Murphy, formerly an an- 
nouncer for KMAK, Fresno, Cal.,| 
has joined KBIF, Fresno, as an ac- 
count executive. 


Business Is Better Than Ever . . . in 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales—$315.09, more than 
double the State average. 

Per Capita Drug sales—$46.14, more than 
double the State average. 

One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage 


THE TELEGRAM 
Evening and Sunday 


Write for new eA data folder now available. 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co, maintains offices 


in all principal advertising centers 


Ingersoll Joins Publisher 
Edmund M. Ingersoll, Cleveland, 
formerly v.p. of Stephan Co., man- 
ufacturers’ agent for power plant 
equipment, has been appointed 
Cleveland area district manager of 
Power Engineering, published by 
Technical Publishing Co., Chicago. 


Two Join ‘Redbook’ 
Harold M. Roberts, formerly 


with Diplomat, and John C. Han- 
nah, last with R. H. Donnelley 
Corp., have joined the sales staff 
of Redbook, New York. Mr. Han- 
nah will represent the “Tops in 
the Shops” mail order section. 


719 
THIS IS ‘‘BOB’’ MATTHEI—( Another W-G Salesman) 


Robert L. “Bob” Matthei first joined our company in 1937. Subsequently he was a 
salesman for another newspaper representative and later served as neral Advertis- 
ing Manager of a large midwestern newspaper. “Bob” rejoined our company in 1945 
after his discharge from military service. In addition to soliciting advertisers and 
advertising agencies in the Chicago area. ““Bob”’ covers the Kansas, Nebraska and part 
of the Iowa and Missouri territory. ““Bog’’ or any Ward-Griffith salesman will be 
delighted to help you intelligently advertise and merchandise your ag nee effectively 
and profitably. Newspaper advertising gets immediate action—at lowest cost too! 
Advertise in newspapers! 


Please note individual advertisement of our newspaper throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
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Dallas’ STATE FAIR OF TEXAS: 


WORLD'S LARGEST 


STATE FAIR! 


TEXAS CAME TO DALLAS at Fair-time! 
Highways jammed .. . bus lines, railroads, air- 
lines operated at capacity and beyond . . . hotels 
overflowed! The fairgrounds became a giant, 187- 
acre anthill of people bent on seeing everything: 
The Pajama Game, Ice Capades, agricultural and 
industrial exhibits, the Foods Show, football 
games, the Automobile Show, the museums. 
Nobody missed the Million-dollar Midway — the 
biggest, brightest fun zone in America! For sixteen 
mid-October days the Texas State Fair and Dallas 
packed ‘em in! 


COMING TO DALLAS for entertainment 
is an old North Texas custom, for North Texans 


Ghe Dallas Morning News 


4 


Over 2,500,000 people 
visited this year’s State Fair. Biggest } 
day — 323,224 attendance — set a *< 
new world’s record for 
annual expositions! 


‘ pS , 


aE wy, ~ * 


depend on Dallas for all their big, metropolitan 
city needs. Dallas business owes its extra bigness 
to their spending, which, according to Consumer 
Markets, accounts for 38.1% of Dallas’ retail sales 
volume! 


TO MAKE DALLAS BUSINESS BIGGER 
than Dallas, advertise in the Newspaper North 
Texans read to keep up with their Dallas in- 
terests — The Dallas Morning News —the only 
newspaper with the circulation and reach to 
deliver both Dallas and the larger, richer 72- 
county Dallas Market! 


IF YOU'D LIKE TO KNOW MORE about making 
your Dallas business bigger, ask your nearest News 
representative — or query our fact-ferreting research 
staff direct, addressing the Advertising Director. 


ONLY THE DALLAS NEWS COVERS 
THE BIGGER DALLAS MARKET 


DALLAS’ LARGEST NEWSPAPER: More people BUY The News... more people READ The News . . . more 
people are INFLUENCED by The News than any other North Texas Newspaper. 


CRESMER & WOODWARD, INC., National Representative « New York + Chicago + Detroit + Atlanta + Los Angeles 
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SALISBURY 
NORTH CAROLINA 
MEDIUM 


I cost 


Sell the heart of the rich and prosper- 
newspaper—THE SALISBURY POST. 


ous Carolina market through its only 
Nationally Represented by 


MARKET 


WARD-GRIFFITH COQ. 


The Ward-Griffith Co. maintains offices 


in all principol advertising centers 


‘Did You Miss Your 
Paper?’, Reps Ask 
Detroit Auto Moguls 


(Continued from Page 3) 
and a one-half million dollars and 
received their newspapers yester- 
day and today,” the letter said, 
“and I’m sure took it for granted 
just like you and I did. 

“We'll bet you’d give up your 
favorite magazine...your radio 
and yes...even your television 
set before you would eliminate 
your daily or Sunday newspapers! 


= “No, we're sorry...we can’t|; 


tell you how Dick Tracy is 


va 


) . a FOR RELIABLE REPRESENTATION 99/© 
Ss) ~ IN THE SURGING SOUTHEAST Yip Ch 
The Dell Men’s Group 
Retains The Dawson Company 


Publishers’ Advertising Representatives 


905 Chamber of Commerce Bidg., Miami 32, Florida 


doing ... what tv programs are on | jj 


tonight, or if Wrigleys is having a 
special. We don’t even know who 
died yesterday ...or what is play- 
ing at the local theater. 
“Hudsons, Kerns, Crowleys... 
and yes, your automobile deal- 
ers...all of our Detroit stores are 
suffering from this newspaper 
strike, because advertising in 
newspapers moves merchandise. 
“We hope for the sake of every- 
one that the strike is not to be 
prolonged much longer... but we 
also hope that the strike has 
brought to light the fact that there 
is no substitute for your newspa- 
per...for news...for advertis- 


Gately, Russell Join Kudner 
Olive P. Gately, formerly v.p. 
of Fuller & Smith & Ross, Cleve- 
land, has joined Kudner Agency, 
New York, as a copywriter. Fred- 
erick K. Russell, formerly v.p. 
and art director of Kiesewetter, 
Baker, Hagedorn & Smith, has 
joined Kudner’s art department. 
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Kcep she tag ae the beet tener? Wig... ity Oke tomer teneh. . 


Holiday Flowers — 


tre Mow Ree Moe 08 Mw Pree 


HEART-TO-HEART—A llied Florists’ 
Assn. of Illinois will run this full- 
color page in the Chicago Tribune 
Dec. 20. Enamel reproductions of 
the ad are being supplied to mem- 
bers for Christmas window dis- 
plays. Ruthrauff & Ryan, Chicago, 
is the agency. 
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An old gag turned into a new gimmick 


when 1955 farm census figures recently ex- 
ploded all over the place. ‘“Who’s on First” 
got a sensible answer. Top spot for R.F.D. 


Coverage (which means being strong where 


a farm magazine ought to be strong) goes to 
the Farmer-Stockman for both Oklahoma 


and Texas. 


tas creas. a am 


the Farmer-Stockman 


OKLAHOMA CITY, OKLA. @ DALLAS, TEXAS 


This “Who's on First” means farm penetration and better farm selling for 
advertisers. It looks like this: 


NUMBER OF FARMS AND RANCHES........ 
FARMER-STOCKMAN CIRCULATION ........- 
FARMER-STOCKMAN R.F.D. 
PERCENT OF R.F.D. TO TOTAL ....--+eeee0+: 


OKLAHOMA TEXAS TOTAL 
292,964 118,979 411,925 
237,042 118,136 355,178 
ceases 190,005 83,116 241,88) 
67% 70 %e 


Try this on for size and compare it with other coverage “garments” in the 
prosperous rural Southwest. 


The Farmer-Stockman is owned and operated by The Oklahoma Publishing Co. * The Daily Okiahoman 
Oklahoma City Times * WKY Radio * WKY-TV * WSFA Radio * WSFA-TV * Represented by Katz Agency 


'|Dental Group Head 


Criticizes Ads for 


'|\‘Miracle’ Dentifrices 


8—“Miracle” 
dentifrice advertising was con- 


New York, Dec. 


© |demned as “almost criminally de- 


ceptive and misleading” by the 
president of the New York State 
Dental Society, speaking before the 
3lst annual Greater New York 
dental meeting. 

Dr. O. J. McCormack pointed 
out that despite all advertising 
claims, no “therapeutic” paste or 
powder has been accepted by the 
dental profession. 

“The last five years in partic- 
ular,” he commented, “have seen 
a succession of so-called ‘magic 
ingredients’ introduced to the 
public through shrieking head- 
lines and alluring text in printed 
and televised commercials. These 
dentifrices have had one thing in 
common—their disappointing per- 
formance, Throughout the country 
our colleagues report bitter com- 
plaints from disillusioned patients 
who have acquired numerous new 
dental cavities and other mouth 
disease despite regular use of the 
‘miracle’ dentifrices. 


® “The manufacturers of such 
products must answer to their own 
consciences—and ultimately to the 
public—for their advertising 
claims based more on sales en- 
thusiasm than conclusive scien- 
tific research,” Dr. McCormack 
said. 

“To rely solely on a ‘wonder’ 
product at the expense of scien- 
tific professional treatment neces- 
sary to dental health is to invite 
serious dental disorders,” he 
warned. “Use of the toothbrush 
in the right way within 15 min- 
utes after eating is far more im- 
portant than any special kind of 
dentifrice.” 

The five-day dental meeting is 
the world’s largest seminar of 
post-graduate dental education. 
More than 16,000 persons are ex- 
pected at its sessions this week. 


Form First Canadian Chapter 
of Sales Promotion Execs 

The first Canadian chapter of 
the Sales Promotion Executives 
Assn. has been organized and in- 
terim officers have been elected. 
They are Tom H. Proctor, G. H. 
Wood & Co., president; Peter H. 
Whelen, Motorola Canada, v.p.; 
Keith Edgar, Roydon M. Barbour, 
advisory council chairman; Pat 
Fowler, Lily Cups, treasurer, and 
Bill Moore, General Advertising, 
secretary. 

A January meeting is now being 
planned. The new association al- 
ready has approximately 400 
members (see story on Page 76). 


Publicker Names Nissman 

Morris C. Nissman has been 
appointed trade relations manager 
of Publicker Industries Inc., 
Philadelphia. He was editor of 
Tap & Tavern for the past 18 
years, 


American Pipe to R&R 

American Pipe & Construction 
Co., South Gate, Cal. has ap- 
pointed Ruthrauff & Ryan, Los 
Angeles, to handle its advertising, 
effective Jan. 1. 


In CANADA 


39% of the 
English-speaking Families 
read 


The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Department Store Sales... 


Sales Edge 3% Ahead for Dec. 3 Week 


WASHINGTON, Dec. 8—U.S. mer- 
chants looking forward to a bigger 
and better Christmas this year aft- 
er a year of unusually high sales 
may have been a little disappoint- 
ed this week. 

Sales for the week ending Dec. 3, 
a mere three weeks before Christ- 
mas, were only 3% ahead of sales 
for the similar week last year. 

For the four weeks ending Dec. 
3 sales were 6% ahead and for the 
year to date they were 7% ahead, 
the Federal Reserve Board report- 
ed. 


® Four of the 12 FRB districts re- 
ported sales trailing last year’s 
sales. Those districts showing loss- 
es were New York (3%); Atlanta 
(1%); Minneapolis (2%), and 
Kansas City (1%). Boston showed 
no change. 

All other districts reported 
gains for the week ending 
Dec. 3. These were Philadelphia 


Department Store 
Sales Barometer 


Change Frem 1954 


Week Ended 


B +3% 
Dec. 3, 1955 


Jan. 1 to 
Dec. 3, 1955 


M i7% 


Indiamapolis .............0:00-csee0 +16 
Detroit +21 
| RE en +15 
St. Louis District .................... r+10 
Metropolitan Areas 
ee + 3 
IE Meisiteciitreicnsiarctionse +11 


+14 


St. Louis 

Memphis . i ahailinenin 
Minneapolis ‘Distriet Fees 
Cities 

Minneapolis .......00-----c-cccccce0ee 

ER Se 

Duluth-Superior 
Kansas City District ............ 
Metropolitan Areas 

I enccccdiebiningiitintpenoxcecceseess 


EES 
AIDUGUETQUC encceccceecccccccceceeee 
Oklahoma City «....-....0068 
Tulsa 


City 
Kansas City 

Dallas District ....................... 
Metropolitan Areas 
Dallas 


Houston 


Secereereneseeeeseeseersesserees 


San Francisco District ........ 
Metropolitan Areas 
Los Angeles 
Downtown Los Angeles .. 
Westside Los Angeles ..... 
Sacramento 
EERE Se eae 
San Francisco-Oakland .... 
San Francisco City .......... 
Oakland City 


Oooeerewereneesesesscees 


Portland 
Salt Lake City .................... 
Seattle 


Oveerccereceseeesecesesesesesces 
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Spokane’ .........0..000.008- 0 +10 
ROOD. . c:cnnnididlitiiiiitien. —1 +8 
r—Revised. 


*—Data not available. 


‘Sunrise’ Opens Atlanta Office 
Sunrise, Magazine of Southern 
Living, St. Petersburg, has opened 
a southeastern advertising office 
at 333 Candler Bldg., Atlanta. 
Douglas B. McIntosh, newly 
elected v.p. of the publication, 
heads the office. Mr. McIntosh, 
formerly with Reinhold Publishing 
Corp., Argosy, and U. S. Camera, | 
joined Florida Speaks Corp..,| 
Sunrise publisher, last summer 
as southeastern representative. 
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PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write fer details or contact 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


—STALLYUP 


KANSAS CITY IS SOLD on 


NOW AVAILABLE... New Rotary Bulletin 


POSTERS 
BULLETINS 
SPECTACULARS 


: 


(6%); Cleveland (3%); Richmond 
(4%); Chicago (2%); St. Louis 
(1%); Dallas (4%), and San Fran- 
cisco (3%). 


% Change from '54 
Week Ending 


Federal Reserve Nov. Nov. 
District, Area, and City 19 26 
UNITED STATES. .0.000.00......00000 + 6 +10 
Boston District ..................... + 2 + 7 
Metropolitan Areas 
Boston  o.ecceeccees incccctied: ge + 8 
Downtown Boston . eibliniaedel 0 +7 
Suburban Boston ............ + 5 +10 
Cambridge 2.0.0.0... +8 +8 
NEY ccdpsitostonthverkstnctetbes + 6 +12 
i OT SDE +21 +15 
Cities 
IIE + sicrnissesacciitacnibnessah +14 
Providence ............. —9 
New York District .................... +5 
Metropolitan Areas 
SID pisiccsittensceresststaiageovesintune —2 +8 
New York-N.E. 
ee Sn ee r— 6 +4 
OWN IIEER | cccteispescicnesicninsorensonsns 0 +11 
OO TET sscsictccessthettiseccscs —10 +1 
eg RE a TE + 6 +11 
BYTROUIO  cncccsoscicvcovioceccecsossenssee + 8 +10 | 
Philadelphia District ............ r+ 6 +11 
Metropolitan Areas 
WIN, cencessinesesicszestesaie +14 +17 
TID) Sbbicigcasshcctidscesscqcichtinest —2 —2 
IEEE Rrasdveosricldeliivansatvencte +10 + 4 
Philadelphia ...............:0000000 r+ 5 +13 
i PES Se. SNe + 5 + 5 
GPE, Sisecenscnieesnctstatcinnidione + 5 +12 
Wilkes-Barre—Hazleton .. + 6 +3 
Cleveland District ................ +12 +14 
Metropolitan Areas 
PIED 5 ansiqecccipinnteetntncnapanee 0 os 6 
BT stinteteneesc erento sajnsnereesenenn +10 +10 
III wihcassassesentncnseiencetengn r+ 1 +9 
COI i concdcteceinsesenipeosetccten +14 +12 
CORTIEIB  ceccecccreccesoscessresccosene +11 + 7 
SATII. cecesccreeoseeecesnie +2 +17 
Toledo + 2 +15 
FIED ssencinticerecnseneeseccsneetaninipnaman +7 +10 
Wheeling-Steubenville ... + 6 +12 
City | 
), RE +23 +26 
Richmond District ........ r+ 5 +10 
Metropolitan Areas 
Washington ......cccccccccceecereerevee r+ 8 +16 
Downtown Washington r— 1 + 8 
TOGO | rrcctiprvvismestennennnene +1 +7 
RichMond  .....cccce0e:ceereerecreee P12 + 6 
Atlanta District .................. + 5 +7 
Metropolitan Areas 
Birmingham .2.........6.ccccceeeeeee +10 + 8 
TaACKSONVINE .......00cceccsereeereee + 5 +14 
RABE wcitrcrisenccsvwepsiorevecncenscese +11 e 
pee a ae en —1 ° 
New Orleans. ............0::cccseee r— 2 +7 
TERING . fasivcnccsssisttericrsccccssins —4 bd 
ne 0 +3 
City 
UIE. cevinsesedevesneesoccessrosvecestots +11 + 4 
Chicago District ................. +15 +11 
Metropolitan Areas 
CE  vrtsiinintglimrcneciniesinicnd +11 + 6 


DAYTONA BEACH 


& ulation: (U.S. Post Office 
te) City Zone, now. . 63,006 

Florida’ s Year "Round Resort. Covered By 
DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

. Over $115,630,000 effective buying 

income. 

. Over $92,938,000 retail sales. 

. A quality market index of 123. 

1954 total advertising 15,487,024 lines. 


SEND FOR OUR MARKET DATA FOLDER 
by V. J. Obenauer Jr. in Jacksonville 
Nationally Represented by 
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WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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We believe in RADIO-—its ability to move goods 
and services, its tremendous power of personal 
its unmatched mass coverage — 120 
million sets in the U.S. today, an anticipated 14 
million new set production for the year 1955. We 
know that RADIO, used intelligently, with re- 


persuasion, 


If you’re looking for a plan that will deliver maximum 
honest value, we’re your men. Or—collectively—the 36 


stations of The Quality Radio Group are your medium. 


we have honest faith in 


basic principles— 


sourceful imagination and boldness is the most 
effective, low-cost mass advertising medium for 
national advertisers. 


, QUALITY in stations and programs builds audiences. 


We’re equally positive we’ve evolved a successful 
formula for the profitable use of RADIO. Because 


the medium, and the un- 


doubted worth of our plan, we’re starting a second 
year this month with this reaffirmation of certain 


4k EFFICIENCY in coverage—minimum duplication—means a more efficient investment of advertising funds. 


* EcoNoMY of increased sales at lower costs is a necessity for national advertisers. 


And this, briefly, is what we offer— 


The facilities of 36 of the nation’s great radio 
stations, delivering 90% of all U.S. Radio Homes. 


Daytime and night-time program formats—from 
five-minutes to half-hours, priced for one-time or 
frequency use for cumulative circulation. 


order, one invoice. 


An economical rate—day and night—tailored to fit 
one-time or frequency requirements. Lowest for 
the circulation provided. And easy to buy: one 


The merchandising know-how—at the local level— 


of our member stations. 


There are more details, of course. They’re waiting to be 
revealed to smart advertisers, keen for the profits to be 
gained from the best use of ‘today’s greatest mass me- 


dium, RADIO. If you’ ’re the 


Diogenes type, look no 


further. PLaza 1-0116 is our number. 


lity radio group, inc. 


Ward L. Quaal, President 


W. B. Ryan 


, Executive Vice President 


21 East 52nd Street, New York, N., Y. 
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Set Sporting Survey on 
Hunting and Fishing 

A survey to determine the 
amount of time and money spent 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 

Advertising Manager 

of the GAZETTE 

gives you these facts: 

1—Retail Sales— 
$51,926,000 a new 
high. 

2—Food Sales— 
$17,885,000 a new 
high. 

3-—World Shoe 
making center. 

4—Western Electric Co., Mfg. Center. 


A trading zone population of 
110,488 reached by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


G McLaughlin 
dacahing Vena 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in oll principal advertising centers 


annually by Americans on hunt- 
ing and fishing will be undertaken 
early next year by Crossley, S-D 
Surveys Inc. Sponsored by the 
Fish and Wildlife Service of the 
Department of the Interior, the 
survey also seeks to establish the 
number of hunters and fishermen 
in the country. Findings are ex- 
pected to be of value to the Interi- 
or Department, manufacturers and 
advertisers of hunting and fishing 
equipment and are also expected 
to give fresh information on the 
tourist industry. 

The final report is scheduled to 
be turned over to the wildlife serv- 
ice not later than June, 1956, and 
will be made public by the De- 
partment of the Interior. 


Leo Burnett Names Wright 

Leo Burnett Co., Chicago, has 
appointed Thomas A. Wright Jr. a 
group supervisor in the media de- 
partment. Mr. Wright formerly 


was with National Broadcasting 
Co. and before that was with Bat- 
ten, Barton, Durstine & Osborn. 


| 


Aycock Harrell Beach Thomas 
HIGH VOLTAGE—Winner in the Miss Super Power contest staged by 
WNCT, Greenville, N. C., was Nettie Ferrell Beach. Runners-up in 
the competition staged to mark the tv station’s increase to 316,000 


watts were Sheila Aycock, Amy Jean Harrell and Alice Thomas. 


1940-1955 


*A. B. C. City Zone Figures 


Circulation increase of the _ 
Commercial Appeal (Daily) ... 


And that's outgrowing market growth by a healthy 
margin . . . So in Memphis—put it in C.A.P.S. 


Two Dailies and the South’s Greatest Sunday Newspaper 


~ 
THE = A - MEMPHIS 5 


SCRIPPS-HOWARD NEWSPAPERS 


eae 2 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Roosevelt, New 
York. 

Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 22-25, 1956. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 
Chicago. 

Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
Edgewater Beach Hotel, Chicago. 

Feb. 24-25, 1956. Northwest Daily Press 
Assn., 37th annual meeting, Radisson Ho- 
tel, Minneapolis. 

March 2, 1956. Associated Business Pub- 


lications, annual eastern conference, 
Roosevelt Hotel, New York. 
March 14-16, 1956. Assn. of National 


Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12, 1956. Point-of-Purchase 
Advertising Institute, symposium and ex- 
hibit, Hotel Sheraton-Astor, New York. 

April 15-19, 1956, National Assn. of Ra- 


| dio and Television Broadcasters, 34th an- 
|nual convention, Conrad Hilton Hotel, 
| Chicago. 

| April 15-21, 1956. National Brand Names 

Week. Annual Brand Names Day dinner, 
| April 18, Waldorf-Astoria Hotel, New 
| York. 

April 26-28, 1956. American Assn. of 
Advertising Agencies, spring meeting, The 
| Greenbrier, White Sulphur Springs, W. Va. 
| April 27-29, 1956. Advertising confer- 
|ence sponsored by the University of 
| Michigan, Ann Arbor. 

April 30-May 2, 1956. Assn. of Canadi- 
| an Advertisers, 4lst annual convention, 
| Royal York Hotel, Toronto. 

May 14-16, 1956. National Newspaper 
Promotion Assn.,; 26th annual convention, 
Hotel Cleveland, Cleveland. 

*May 20-23, 1956. National Industrial 
Advertisers Assn., 34th annual conference, 
Palmer House, Chicago. 
| May 24-27, 1956. Associated Business 
| Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 
| June 3-6, 1956. National Sales Execu- 
tives International Distribution Congress 
and Sales Equipment Fair, Conrad Hilton 
Hotel, Chicago. 

June 10-13, 1956. Advertising Federa- 
tion of America, annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

June 20-22, 1956. American Marketing 
Assn., spring conference, William Penn 
Hotel, Pittsburgh. 

June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 

July 1-4, 1956. Newspaper Advertising 
Executives Assn., summer meeting, Em- 
press Hotel, Victoria, B.C. 

Aug. 24-28, 1956. Mail Advertising Serv- 
ice Assn., 34th annual convention, Drake 
Hotel, Chicago. 

Sept. 23-25, 1956. Advertising Federa- 
tion of America, Tenth District conven- 
tion, Shamrock Hilton Hotel, Houston. 

Oct. 1-3, 1956. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
New York. 

Oct. 11-13, 1956. Pennsylvania Publish- 
ers Assn., annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

Oct. 15-16, 1956. Agricultural Publish- 
ers Assn., annual convention, Chicago 
Athletic Assn., Chicago. 

Oct. 18-19, 1956. Audit Bureau of Cir- 
culations, 42nd annual meeting, Drake 
Hotel, Chicago. 

*Oct. 22-23, 1956. Boston Conference on 
Distribution, Hotel Statler, Boston. 


Farmcasters Elect McDonald 

John McDonald, farm director 
of WSM, Nashville, has been elect- 
ed president of the National Assn. 
of Television & Radio Farm Direc- 
tors. Also elected were Jack Tim- 
mons, KWKH, Shreveport, La., 
v.p., and Dix Harper, WLS, Chi- 
cago, secretary-treasurer. 


TORONTO, CANADA 


Capital City of i, Ontario-—Canata’ s Richest 

Province—Having One-Third of Canada’s 

Total Population and 42% of Retail Sales 
lanketed by the 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 
—80% coverage of Toronto 


—50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nati lly Repr a by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers | 
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Petting + Better Fetwre te GCE ame the Community 


Holeproof Moves to Peck; 
ye ANSWERS TO THE G-E GADGET QUIZ ON PAGE 00 | Appoints Milton Lukatch 


26. n 
= —4} 7 
\ 


F a 


| Keystone Broadcasting Adds 4 
Keystone Broadcasting System | 


Dealer ads 
Holeproof Hosiery Co., Milwau-| has added four new affiliates, 


ee 33 
kee, newest subsidiary of Julius| bringing its total to 870. The new | rate-hoider s— feelers 
Kayser & Co. (AA, Aug. 22), has affiliates are KOLD, Yuma, Ariz.; olf acoutery of i tobech thiome. 
appointed Peck Advertising, New| WKTL, Kendallville, Ind.; WCEM,| JAY P. But better send for free specimens. 
York, to handle advertising for its |Cambridge, Md., and WHBY, Ap-| WALK ADVERTISING TYPOGRAPHY 
sleepwear and hosiery for men.) pleton, Wis. Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 13 
Weiss & Geller, Chicago, formerly 
handled the account along with the | 
Holeproof women’s hosiery and 
Luxite lingerie divisions. Plans for 
disposition of these accounts have 
not been finalized. Other Kayser 
accounts also handled by Peck are 
the men’s division of Catalina Inc., 

Nazareth Mills and Kayser’s line 
wp came |Of Gloves, hosiery and women’s 
4 Cryer ond conditioner 11. Vacuum cleaner 18. Sandwich grttond womens | ANG Children’s lingerie. 
ait gg A ocr ote allt 3 < ae Holeproof also has appointed 
GENERAL @ Evectaic Cheech =— Chante Milton H. Lukatch, formerly mer- 
" ennai Aallie...cxditiem chandising manager of its Luxite 

lingerie division, merchandising /A\ 


ECONOMICS LESSON—Modern equipment and new methods are just | director of the men’s division. Mr. ms a 
as helpful in the plant as in the kitchen, points out General Electric | Lukatch will headquarter at the CHICAGO - 1323 S. WABASH Filmack Studios NEW YORK - 341 W. 44th St 


Co.’s new ad in its plant-community and employe relations cam- (company’s mill in Marietta, Ga. 
paign. Answers to the GE quiz-ad 
have the plus of promoting GE | 
products as well. The agency is 

Doremus & Co., Boston. | 


Another successful — 


The Old Gadgets Above Hove Been Replaced 
by These Time-Seving Appliences Mode by 


GENERAL @® ELECTRIC 


FILMACK TV SPOT 


Produced from story board 
to release print in 10 days! 


When time counts, you 
can depend on Filmack 


for speed and quality! 


You'll be pleasantly surprised at our very modest TE 
prices. Let us quote on your next TV film spot. 


| Electne refrigerator © Glecwic woter heoter «= 5. Radio 


All postmarks are actual reproductions. Post 
offices mentioned in the text really extst. 


Federal Reserve 
Reports Consumers 
Save $5 Billion Less 


WASHINGTON, Dec. 6—The Fed- 
eral Reserve Board reported last 
week that the rate of consumer 
saving has dropped off in 1955, de- 
spite the remarkable increases in 
consumer income. 

A report on the rapid economic 
expansion that took place in 1954- 
55 said personal income in Septem- 
ber was running at a rate $20 bil- 
lion above the same month of 1954. 
But net personal savings are at a 
rate of $16 billion compared with 
$21 billion in 1953 and 1954. The 
ratio of savings to income has been 
running at about 6%, the lowest 
since early 1951. 

The report, in the November is- 
sue of the “Federal Reserve Bul- 
letin,” says increased use of credit 
is an important factor enabling 
consumers to increase their spend- 
ing relative to current income. In 
the aggregate, the board said, in- 
dividuals have continued to add to 
their holdings of financial assets, in 
the form of currency, demand and 
time deposits, savings and loan 
shares and securities. 


Burns Lee-Patrick O’Rourke 
Names Carlson, Shields V. P.s 


Burns W. Lee-Patrick O’Rourke, 
Los Angeles and New York public 


The true small town is the Grit small town 


relations company, has named 
Harry Carlson and Ted Shields 
v.p.s. Mr. Carlson, now in the New 
York office, until recently was 
manager of the company’s San 
Francisco office. Previously he 
was a United Press bureau mana- 
ger and business agent, and was 
with Carl Byoir & Associates. Mr. 
Shields was in charge of public 
relations for Hoffman Electronics 
Corp., Los Angeles, before joining 
the p.r. company. 

Also promoted was William R. 
Baker, manager of the New York 
office, who was named national 
press relations director. He was 
previously with General Foods as 
press relations director. 


Sherry President Acquires 
Three Kolbe Publications 


Kolbe Publications Inc., New 
York, publisher of Radio & Tele- 
vision Journal, Musical Merchan- 
dise and Music Trade Review, has 
been acquired by V. L. McKernin, 
president of Sherry Publishing 
Co., New York. Alex H. Kolbe, 
former owner, now becomes asso- 
ciate publisher and v.p. in charge 
of advertising for Radio & Televi- 
sion Journal and Musical Merchan- 
dise. 

All three magazines will now be 
located at 1475 Broadway, New | 
York. 


You miss the Mark CIll.) when you judge the true 
small town by population alone. 

You've got to consider geography as well as 
numbers. Your true small town is a place of 2500 or 
less, far enough away from a major city not to be 
magnetized by it. It’s what leaps to your mind when 
you think of bandstands and village meetings and 
Fourth-of-July oratory. 

Put 16,000 such small towns together and you've 
got a market of mighty proportions. But a market 
not so easy to approach. Many of the towns don't 
have newspapers or even newsstands. Magazine 
subscription crews don’t reach them. TV coverage 
is weak. True small towns are America’s least 
exploited market. 

There is a path to them though. Grit. Here is the 
one national publication edited specifically for small 
towners, delivering exactly 58.58% of its 800,000- 


plus weekly copies to them. Your true small towner 
gets news from Grit, recipes and household. hints 
from Grit, comics and healthy fiction from Grit, 
man-about-the-house projects from Grit, inspira- 
tion from Grit. Grit is his mirror to the world. 

All of which makes it logical that small-town 
families buy the products they see advertised in 
Grit. That's a subject we delight in talking about, 
because we have a Peck (Idaho, Kans., Mich.) of 
indisputable proof. 

You can have a dominant, year-round campaign 
in Grit for the cost of one full-page ad in a mass- 
audience magazine. A small price, surely, to Con- 
tact (Nev.) the Fertile (lowa) Fields (La.) Grit 
represents. 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco. 
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Moore Harrington Fulton 


CONVENTIONEERS—Speakers at Outdoor Advertising Inc.’s national sales session were: 
Warner R. Moore, president, OAI; Ralph H. Harrington, advertising director, General 
Tire & Rubber Co.; Kerwin H. Fulton, chairman, OAI; John H. Leach, v.p., Gardner 
Advertising Co., St. Louis, and Donald B. Seem, v.p. and director of advertising, 
Electric Auto-Lite Co., Toledo. Also shown at the convention are Charles B. Burkhart, 


leach Seem 


Total Expenditure in Quidoor May 
Hit $283,000,000 by ‘65: Williams 


(Continued from Page 1) 


quire a greater relative effort and 
expenditure in sales promotion and 
advertising to move to new high 
levels of distribution, consumption 
and production, Mr. Williams said. 
He predicted that the advertising 
industry as a whole may see an 
80% or greater growth in the next 


TERRITORIAL ENTERPRrop 


VIRGINIA CITY, NEVADA 


Largest Weekly Paper In 
The Entire American West 


(ABC Audited — Noe Sectarian) 


10 years. 

Warner R. Moore, president of 
Outdoor Advertising Inc., the in- 
dustry’s major sales organization, 
said an increase in the medium’s 
national sales volume from $116,- 
000,000 to $200,000,000 is within 
view. He listed food, household 
goods, cosmetics and electrical ap- 
pliance classifications as prime 
prospects for outdoor volume ex- 
pansion. 


s The medium is preparing the 
way for this expansion by stepping 
up its personal selling, advertising, 
research and promotional activi- 
ties, Mr. Moore said. “The largest 
research program that this indus- 


GREATER MIAMI 


is THE NATION'S 
FASTEST GROWING MARKET 


(U.S CENSUS) 


In 10 years Miami's population has increased 
102% — Retail sales 202%— Food sales 197% — 
Drug sales 123%—Automotive sales 111% 


Sales Management predicts Miami: will pass 10 
others to be 15th in population by 1965! 


The Miami Herald delivers a terrific bonus! 
With The Miami Herald ALONE you can sell 
Miami and the entire Gold Coast, with 1,100,000 
residents plus a terrific bonus of 1% million 
visitors this winter. See your SB&F man today 


Miami Herald 


STORY, BROOKS & FINLEY. Notional Representotives 


JOHN S. KNIGHT, Publisher 


Affiliated Stotions WQAM. WQAM-Fm 


Burkhart 


Murphy J. Donnelly E. 


try has ever conducted is now un- 
der way from coast to coast,” he 
said. 

He took time out to praise agen- 
cies for their role in selling prod- 
ucts to the American people, in 
creating millions of jobs and in 
raising the standard of living. 

“Through agencies, advertising 
sells millions of tons of food, mil- 
lions of refrigerators and cars and 
thousands of different wonderful 
products produced by American 
industry,” Mr. Moore said. “This 
takes top-notch creative powers, 
and the agencies of America have 
it.” 


® Harold Holt, OAI’s national di- 
rector of promotion and research, 
told delegates that that organiza- 
tion’s research findings and new 
promotional tools would be made 
fully available to outdoor men for 
use in their local selling activities. 

“Our research efforts are cover- 
ing a much larger area of infor- 
mation than has heretofore been 
available to advertisers,” Mr. Holt 
said. “In addition to a greatly ex- 
panded investigation of poster 
readership, for example, we are in 
the process of getting information 
on the composition of the poster 
audience, covering occupational 
and economic status, car ownership 
and other vital points.” 

A thorough education of the ad- 
vertiser’s organization is necessary 


before the advantages of a medium | 
can be fully realized, the meeting 


was told by D. B. Seem, v.p. and 
advertising director, Electric Auto- 
Lite Co., Toledo. 


'= Mr. Seem said his company 


found that outdoor ads rated high 
with automotive jobbers and 
wholesalers in various cities. In 
cities where the company did not 
use outdoor, dealers placed the 
medium in third place when asked 
to recall where they had seen ads 
for a certain product. 

In cities where the company 
used outdoor ads, dealers rated the 
medium first in answer to the 
same question, Mr. Seem said. 

His company, which this year 
launched its first major outdoor ad 
campaign since 1938, undertook a 
complete indoctrination of its deal- 
ers and personnel before and dur- 
ing its outdoor campaign, Mr. Seem 
said. As a result of the success of 
the ’55 campaign, Electric Auto- 
Lite will increase its outdoor mar- 
ket coverage for 1956 by 34%, he 
reported. 


® Ralph H. Harrington, advertis- 
ing director, General Tire & Rub- 
ber Co., said that his company, a 
major user of outdoor since 1942, 
credited “the constant reselling of 
car owners by outdoor posters” 
with the maintenance of steady 
store traffic in dealer outlets. 

Cooperative poster advertising, 
with dealers’ signatures displayed, 
is an important part of General 
Tire’s campaign. The company 
pays 70% of the cost of space. 

The phenomenal success of 
General Tire’s recent public re- 
lations campaign on behalf of 
the American trucking industry, 


Donnelly Posner 


| which was carried entirely by out- 
| door posters in 600 markets, was 
'discussed by Mr. Harrington. 

| “The dramatic success of this 
campaign in support of the truck- 
‘ing industry has done more than 
anything else could have done to 
resell our dealers on the value to 
_them of poster advertising,” Mr. 
| Harrington said. “The merchandis- 
_ing support we received from the 
plant operators exceeded anything 
in my experience with this or any 
other medium.” 

Mr. Harrington said he has a 
budget limit for all ad media with 
the exception of outdoor. “I can 
okay every contract signed by a 
General Tire dealer for poster ad- 
vertising,” he said. 


ie John W. Leach, v.p., Gardner 
Advertising Co., St. Louis, de- 
clared that in 1956 and in years 
beyond, the “cards” of our econ- 
omy are stacked in favor of out- 
door advertising for two reasons. 

These reasons, Mr. Leach said, 
are: (1) All signs point toward 
keener competition for the con- 
sumer’s attention and dollars, and 
this adds to the basic truth that 
all sales are local. It adds even 
greater importance to the local, 
immediate impact outdoor signs 
can deliver close to the outdoor 
point of sale. (2) With a strong 
trend toward use of tv, adver- 
tisers are looking for other media 
to supply frequency, and outdoor 
can supply them with this, at the 
lowest rate per impression. 

Mr. Leach described the success- 
ful cooperative poster advertising 
campaign of Ralston Purina for its 


McCarthy 


Posner Jr. Markham O'Neill 


Cream City Outdoor Advertising Co., Milwaukee; Richard B. Murphy, Murphy Ad- 
vertising Co., Waterbury, Conn.; John Donnelly and E. C. Donnelly Jr., John Don- 
nelly & Sons, Boston; Henry Posner and Henry Posner Jr., Pittsburgh Outdoor Ad- 
vertising Co.; Dean James E. McCarthy, University of Notre Dame; Harley B. Mark- 
ham, chairman of the board, OAAA; Dennis O’Neill, v.p., D’Arcy Advertising Co. 


farm products. Local showings are 
designed to tap farm traffic. 


® Kerwin H. Fulton, chief execu- 
tive officer of OAI, who was chair- 
man of the session on sales, made 
an appeal for industry solidarity 
and a spirit of enthusiasm to pave 
the way for a new era of industry 
progress and prosperity. “We need 
a solid front back of the sales ef- 
fort for the outdoor industry,” he 
said. 

Mr. Fulton apparently was re- 
ferring to about 25% of the mem- 
bers of OAAA who are not mem- 
bers of OAI—a touchy subject in 
the outdoor field. In recent months 
OAT has been conducting an inten- 
sive campaign to lure all non-OAI 
plant owners into the fold. 

OAI members pay a 5% com- 
mission to the selling organization 
for all national advertising placed 
on their boards. 


® During the convention, the 
OAAA adopted as_ association 
standards two new painted display 
bulletin structures. The new units 
are called the deluxe urban bul- 
letin and the standard highway 
bulletin. These, together with a 
popular older design—the stream- 
liner bulletin—will provide the 
service basis for aggressive pro- 
motion of a larger volume of na- 
tional business for the painted dis- 
play medium, OAAA said. 
Bulletin standardization forms 
the keystone of a broad program 
undertaken several years ago to 
stimulate national demand for 
painted displays by stepping up 
(Continued on Page 96) 


DISTILLERS CO., says: 


ELI 


A typical FOUR ROSES Station Poster 


RALPH REESE, Vice-President and 
Director of Advertising and Sales Promotion, FRANKFORT 


“ITS FOUR ROSES TIME” 


whenever good friends get together. That’s why we schedule 
FOUR ROSES 3-sheets throughout TD] COMMUTER. 
LAND. There they are seen twice a day by the 300,000 New 
York commuter executives who influence the purchase of 
brands at their private clubs, favorite restaurants and bars, as 
well as their homes in the suburbs.” 


TRANSPORTATION DISPLAYS, INC. 
GRAND CENTRAL TERMINAL BLDG. * NEW YORK 17+ MU 6-3456 
STATION POSTERS & DIORAMAS + CAR CARDS + TIMETABLES 
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GAME OF CHANCE—The obstacles 
that manufacturers of refrigera- 
tion fixtures face when they have 
to replace compressor unit parts 
are shown in this “game” mailing 
piece. This light touch mailer and 
four others were designed for 
Brunner Mfg. Co., Utica, N.Y., by 
Moser & Cotins Inc., New York. 


Brunner Mail Push 
Uses ‘Game,’ Hour 


Glass, ‘Strip Tease’ 


New York, Dec. 6—Humor in 
advertising requires a delicate 
touch, but from time to time pro- 
motion for even heavy subjects 
like refrigeration condensing units 
can benefit from a light treatment 
in copy and layout. 

Some time ago, W. C. (Tony) 
-Roberts, advertising manager, 
Brunner Mfg. Co., Utica, N.Y., 
felt the need for a series of new 
and different mailing pieces. He 
discussed the matter with Moser 
& Cotins, New York, the manu- 
facturer’s agency. 

The result consisted of five 
mailing pieces Brunner is sending 
to makers of refrigeration fixtures 
—all potential users of the Brun- 
ner-Metic semi-hermetic conden- 
sing units. 

The purpose of the mail cam- 
paign was to sell the manufactur- 
ers on the merits of Brunner- 
Metics, with heavy emphasis on 
the advantages of the company’s 
warranty program (which it calls 
the most comprehensive in the 
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KING $IZE—Locations of Brunner- 
Metic product and parts whole- 
salers are shown on map of U. S. 
held by pretty model. The unusual 
foldout mailer is 22x33”. Other 
sales messages are found on three 
other flaps of the mailer. 


industry), coupled with a coast- 
to-coast network of distributors 
equipped to give service on war- 
ranty claims. 


a Probably the most interesting 
of the five new mailers is a 22” x 
33” foldout. When unfolded to its 
full size, the mailer featured a 
model (human) holding a cello- 
phane map of the U.S. over her 
bathing suit. Red dots on the map 
and swim suit show locations of 
Brunner-Metic wholesalers. Names 
and addresses of dealers also are 
listed. 

Another of the Brunner mailers 
is the one that features a “game” 
map showing the obstacles that 
may befall a manufacturer before 
he gets an order filled. “Don’t play 
games with your customers,” the 
headline advises. (The game 
doesn’t work.) 

Another mailer features a three- 
dimensional hour glass. “Save 
Time” is the theme. 

A fourth piece features a man 
ensnarled im red tape. Addresses 
of refrigeration wholesalers that 


service Brunner products are list- 
ed inside. “Hey, manufacturers, 
take the red tape out of refrigera- 
tion warranty service,” is the 
pitch. 

Still another piece is a cutout 
item featuring an old man and 
four kittens. The theme is, “When 
I say ‘Scat’ I want action.” 


Johnson Boosts Wilson 

Kenneth O. Wilson, midwestern 
advertising representative of John- 
son Publishing Co., Chicago, has 
been named midwestern assistant 
advertising manager of the com- 
pany, which publishes Jet, Ebony, 
Tan and Hue. Mr. Wilson, with 
the company five years, will cover 
an 18-state area. 


Crosswell Joins Ullman 

Robert D. Crosswell has joined 
Richard H. Ullman Inc., Buffalo, 
film producer-distributor, head- 
quartering in Cincinnati. Mr. 
Crosswell, who will cover the mid- 
western states, formerly was with 
WJBK-TV, Detroit, WFIL, Phil- 
adelphia, and WCPO, Cincinnati. 


| Slowiemewr DEALER 


NEW ENGLAND, N. Y. & NN. J. 
Regional Trade Paper for: 

PLUMBING & HEATING 

AIR CONDITIONING & VENTILATING 
LP-SOTTLED GAS & APPLIANCES 
Needham 92, Mass. © Est. 1947 


€ You'll love this service: 
We'll IMPRINT, Store and Ship 
Your Advertising Literature in any quantities, as needed 


IMPRINTING — OVERPRINTING 


Sersen’s [MPRINTING, INC. “"7'Nctoomis sx. CHICAGO 7 


No. | Test Market 
in the Mid-West 


“The Columbus Dispatch ABC City Zone now has a population of 502,690, ac- 
cording fo the latest authorization from the Audit Bureau of Circulations. This 


moves Columbus into the coveted 500,000 to 1,000,000 population group 
and is good news for you the advertiser. 


Make sure “The City of the Future” (Columbus, 0.) is on your list. 


National Representatives: O'MARA & ORMSBEE, INC. 


New York Chicago Detroit 


Los Angeles San Francisco 


RESORT NEWSPAPER REPRESENTATIVES, INC., Miami Beach 


The Columbus Dispatch 


Read in More Than 4 Out of 5 Columbus Homes Daily —- More Than 9 Out of 10 Sunday 
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Holds ‘Third Party Payment’ 
Responsible for Agency Woes 

To the Editor: One of the old- 
est business puzzles...has been 
the everlasting debate on the good 
or evil of advertising agencies... 

Theoretically, advertising is an 
extension of the sales and public 
relations departments of a com- 
pany. Its ultimate goal is to help 
sell merchandise or company pol- 
icy. While it takes various paths 
to the ultimate consumer, adver- 
tising succeeds or fails on its abil- 
ity to sell. 

If advertising is to be given an 
opportunity to accomplish its goal 
of selling product or idea, then the 
agency has to come under man- 
agement’s wing... 

At this point, we bump into the 
basic fallacy in the agency-client 


7 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


relationship—third party payment. 
Strangely enough, advertising is 
the only professional field wherein 
a rank outsider pays for the serv- 
ices rendered by one person to an- 
other... 

Yet, how closely allied to this 
third party payment are the many 
business complaints of agency in- 
efficiency. The lack of creative- 
ness on the part of agencies has 
become even more apparent with 
the upswing of television. So few 
television programs are created by 
advertising agencies, and even 
fewer programs keyed to the ad- 
vertiser’s product. So prevalent is 
this lack of creativeness, imagi- 
nation and understanding that 
television commercials have be- 
come “interruptions” in an other- 
wise enjoyable program. One large 


manufacturer of television sets is 
right now featuring a ray gun that 
eliminates “the long, boring com- 
mercials” in his national adver- 
tising. 

What of the tremendous empha- 
sis that agency media departments 
place on cost per thousand. This 
cost per thousand is cost per 
thousand what? Even a _ school 
boy knows that you don’t sell on 
the basis of number but on the 
basis of quality of audience. Form- 
fit brassieres would look pretty 
idiotic trying to sell at the World 
Series, and yet there is no one 
who can deny that the Yankee- 
Brooklyn baseball epic performed 
before a tremendous audience. 
This semi-superficial approach to 
media must be attributed, in a 
great degree, to third party pay- 


58 Miles from Omaha 


6,938 Population 


World-Herald Coverage—48% Daily, 56% Sunday 


Shenandoah, lowa 


Just 1 of the 650 Nebraska and Western Iowa Communities 


Where The World-Herald can make 
your sales and advertising effective 


There are extra sales galore for your product in The Omaha World- 
Herald’s important secondary market. Your advertising in The World- 
Herald reaches 650 non-rural and non-metropolitan centers in 103 
Nebraska and western Iowa counties. You capture an added one-million 
consumers and reap the benefits of three-quarters of the total 2 billion 


dollar World-Herald market. The Omaha World-Herald . . 


. with its 


vital secondary market and 100% coverage of the 3-county Metropolitan 
Area . . . belongs in your next campaign. 


The World-Herald 103 Plan Gives Advertising Dollars Greater Mileage. 
1. Mailings to key retailers with details of your campaign. 


2. Personal calls 


on Omaha advertising retailers 


3. Assistance in staging local sales meetings 


4. Split-run advertising for testing appeals 


5. Solicitation of tie-ins 


For complete details on The Omaha World-Herald 103 Plan, contact 
O’Mara & Ormsbee or write the National Advertising Department of 
The World-Herald. 


Omaha 


251,549 Daily 


World-Herald 


262,462 Sunday 


Publisher's Statement for September 30, 1955 
O'Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * Los Angeles * Son Francisco 
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ment. How else could anyone ex- 
plain a total lack of follow-through 
as related to what makes a prod- 
uct sell. 

What else but third party pay- 
ment explains the lack of atten- 
tion to point of sale, direct mail, 
cooperative advertising, trade 
shows, and sales incentives on the 
part of most advertising agencies. 

What else but third party pay- 
ment can induce top caliber agen- 
cy people to accept reductions in 
budget without first making clear 
to the client that the ultimate ad- 
vertising goal will be proportion- 
ately reduced? What else could 
make these people accept the uni- 
versal statement, “advertising ex- 
pense” as opposed to “advertising 
investment”; for surely a consum- 
er franchise is equally as valuable 
as brick and cement. The cost to 
purchase the physical assets of the 
Frigidaire division of General Mo- 
tors is certainly much less than 
the amount involved were the 
name “Frigidaire” to be included 
in the sale. 

What else can be blamed for the 
feeling, so prevalent among busi- 
ness executives, that advertising 
agencies “are given” money for 
handling “a service” rather than 
“earning a fee” for “doing a job.” 
How many times have we heard 
management say, “I wonder what 
XYZ is going to do to earn the 
$150,000 that million dollar Life 
campaign represents?” 

There is no denying the fact 
that advertising agencies, as the 
productive geniuses of thought 
selling, are a vital factor in the 
American way of life. It is impos- 
sible to visualize our business en- 
terprises continuing their growth 
without the aid of vigorous key 
advertising personnel. It is be- 
cause of this need that I feel so 
strongly that the time for reform 
has arrived. 

Agencies must become a part of 
the management team; their cost 
borne by management just as 
management bears the cost of re- 
search institutions, management 
consulting firms, and other pro- 
fessional services which are more 
easily purchased on the outside 
than integrated under the com- 
pany roof. 

This earned fee for services 
rendered should be keyed directly 
to a percentage of sales, and the 
advertising agency should have 
equal status to the sales manager 
and production v.p. While the 
agency is an independent compa- 
ny, its allegiance and status must 
be comparable to the company’s 
CPA or legal firm. All third party 
payments should be thrown into 
the expense pot of the client, since 
they are actually earned by the 
advertiser as a discount for pay- 
ing advertising bills. 

American business can no long- 
er afford the luxury or expendi- 
tures made on the basis of “Uncle 
Sam picks up most of _ the 
tab.” Likewise, advertising agen- 
cies must become successful mer- 
chandising consultants whose ef- 
forts make it easier for the sales 
department to sell merchandise; 
production department to produce 
products that can be sold; and 
the research department to design 
products that will be sold. 

IrvinG X. Bure, 

Sales Manager, Kitchen Ap- 

pliance Division, Free Sew- 

ing Machine Co., Los Angeles. 
. * ° 
Quotes George Moore on 
‘Man and His Motives’ 

To the Editor: Since we’ve pub- 
lished our motivation study, “How 
to Get Others to Do What You 
Want and Enjoy It,” we’ve heard 
many conflicting statements about 
motivation research. 

I think you’d be interested to 
know that this is not a new sub- 
ject, although many in the re- 
search field would seem to feel 
that something is just discovered. 

In my library I have a book 
that was published by Harper & 


Bros. in 1948 by George Moore on 
the subject of “Man and His Mo- 
tives.” One paragraph is quite 
interesting: “Emotions in man are 
ideas formed by his mind and are 
only suggested by objects. The 
feelings of fear, joy, love and hope 
are as strongly excited by an imag- 
ined object as by a reality. The 
imagined object is formed by the 
mind according to its habit of asso- 
ciation with real things or accord- 
ing to a man’s faith. Thus one man 
dreads what another desires be- 
cause he thinks of it with differ- 
ent connections.” 

It seems to me that this is a 
backdrop for most of the adver- 
tising that is being done today and 
this idea of motivation research is 
something that has been going on 
for at least one hundred years or 
more. 

Rosert A. WHITNEY, 

National Sales Executives Inc., 

New York. 


- 7 . 
It's a Trick 

To the Editor: The gal in this 
Marvella advertisement must be 


marvelously limber. Indeed, dou- 


ble jointed! How else could she 
get her left arm and hand in that 
position? 

M. F. WILLIAMSON, 
Vice-President, Roche, Wil- 
liams & Cleary, Chicago. 

. 7 © 


Sides with ‘Personality Ad,’ 
Played-Down Benefits 


To the Editor: After being 
spurred on by quite a few people, 
I am writing to make a suggestion 
regarding your “Creative Man’s 
Corner.” Your recent comment 
that the “man behind the mask” 
changes from time to time stimu- 
lated this. 

The suggestion is basically this. 
The ad critics you have been run- 
ning since I have been a subscrib- 
er (10 years) have all been pretty 
much from the Claude Hopkins 
school of thought. They fail to 
realize that creating a personality 
for your product is the major need 
today, and not what price, benefits, 
etc., are. In the olden days Frig- 
idaire did have to sell benefits, 
Bendix Washer did have to sell 
benefits, G. Washington Coffee did 
have to sell benefits. Today (and 
I know I do not have to elaborate 
on this) virtually every product 
has the same feature. Pepsi-Cola, 
Hathaway Shirt, Schweppes, Phil- 
ip Morris, Marlboro, etc., etc., 
have gotten away from the Claude 
Hopkins school to which your crit- 
ics seem so devoted, and are ring- 
ing in a new era in advertising. 

Now ADVERTISING AGE, in my 
mind, always leads and seldom 
follows. Why not lead by getting 


a critic who will point out the 
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SOTANY ERANDS. inc 


fallacies of showing an open re- 
frigerator with a woman standing 
beside it with a smile on her face, 
a shirt ad showing the stitching on 
the collar, a beer ad saying lighter 
and drier, and so on? If you do 
not want to make a switch in cre- 
ative men right away, why not at 
least have a 1956 creative man in 
addition to the 1920-1950 one that 
you are now carrying. Bear in 
mind that proponents of the “per- 
sonality ad” do not feel it should 
be completely void of benefit, 
price, quality, etc., but that these 
features should be played way 
down and be in the ad only to 
provide the consumer with a ra- 
tional reason, in many cases, that 
he can give to his:friends for using 
such and such a product (i.e., on 
“me-too” products appeal to the 
irrational man followed by ration- 
al appeal if necessary). 

Because he certainly would not 
want to tell him he was drinking 
rum because he thought a sheep 
dog was plenty distinguished. | 

I hasten to add that if a product 
is completely new and different, 
obviously the benefits should be 
prominent; but is rum, is Coca- 
Cola? And how much Marlboro 
must have fought with itself to 
minimize the “crush proof” pack- 
age. 


H. M. KEeEre, 
Manager, Presentations De- 
partment, Chicago Tribune, 
Chicago. 


« o 
Four-Armed Women Are 
in Forefront of Ad Pages 

To the Editor: Forewarned is 
forearmed. However, it seems as 
though one of the two advertisers 


BOTANY: 


ath te ptm 
hat aoe 


Ferme cecal eee e mond ~ ened & 
Crt ery mehonemer fa the Boomers halle that sence 
for Men re: ‘areem-toe hehe nat erm, ssenine 


in The New Yorker was not fore- 
warned. 

To be more plain, it looks as 
though four-armed women are in 
style. There is at least one conso- 
lation. We now know what a four- 
armed lady looks like, both from 
the front and from the back. 

Would like to take this oppor- 
tunity to tell you how much I en- 
joy reading your outstanding 
newspaper. It is by far the best 
in your field. 

JOHN M. WEILER, 

Director of Advertising, The 

Manhattan Shirt Co., New 


York. 
e 
To the Editor: These two ad- 
vertisements (four arms) were 


not in juxtaposition, but were in 
the same issue of The New Yorker 
—Nov. 26. 

The unusualness is in that I 
never recall having seen this idea 
used before. 

One difference is in the spelling: 
“Fore-warned is four-armed” and 
“Fore-warned is fore-armed.” The 
other is the front and back views 
of the models. 

What if the Botany ad had been 
less than a double-page. Would 
the makeup man have made a 
juxtaposition? 

JOHN L. BRADLEY, 

Assistant Advertising Mana- 

ger, Ampex Corp., Redwood 

City, Cal. 

+ * a 
Sides with Eye and Ear Man 


To the Editor: Memo to The 
Eye and Ear Man—lI’ve enjoyed 
your column for a long time and 
finally, something you wrote in 
the Nov. 7 issue of AA tickled the 


600 W VAN BUREN ST+ CHICAGO 7 
TELEPHONE, STATE 2-5367 
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CARA-RY 


the crisp rye wafer with Gelrcate caraway flavor 


Ground caraway, gitt of the Far East. lends Rs #rohe touch to this new different. cris 
“ye water. Be fore-ermec, Buy Mester Care-Ry now. Be ready for sewth time. part 
‘iene, any time, Do try it. You'll like M ZINEMASTER HoLRY CO. DULUTH, MUNNESOT, 


risibilities enough to cause me to 
send along this note. 

The Noel Coward-Mary Martin 
show was applauded by almost all 
of the columnists and critics. My 
reaction to the show was just the 
same as yours and I feel sure that 
some of the critics must have felt 
the same way in their hearts. But 
cravens that they are, they went 
along with the crowd. It’s some- 


thing like being afraid to admit 
one doesn’t just adore modern art 
—you’re afraid of being out of 
step. 

Thank goodness, you had the 
nerve to call a spade. I hope 
“dear Noel” reads your column 
but I’m afraid he believes now 
that all America was panicked. 
Keep up the good work and let 
the chips fall where they may. 

Rosert B. HIcks, 

United Film & Recording Stu- 

dios, Chicago. 


No Coward Lover, He 


To the Editor: In regard to R.C. 
Peck Jr.’s frightfully verbose de- 
fense of the Noel-Mary tv stink- 
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eroo (AA, Nov. 28), I question 
that Noel’s “show” was more of- 
fensive to the beer-bespattered 
underwear set than it was to the 
creative mind. 

I will not argue that Noel’s 
patty-cake and perching weren’t 
aimed at a “more sophisticated” 
audience (I realize that the term 
“sophisticated” is subject to a 
myriad of interpretations; my own 
picture of a sophisticated audience 
is a gathering of prize fight man- 
agers) than the Martha Raye show. 
I would just like to note that Miss 
Raye’s nasty “skin-tights” are, to 
me, as sexless as, I would conjec- 
ture, Mr. Peck’s happier dreams. 

NeEp O’NEILL, 
The O’Neill Co., St. Paul. 


Slander 
terial, 
Violation. Accusing 


claim is lodged. 


And one can’t UNSAY it! 

Maybe it was printed, broadcast, tele- x 

vised. Somebody thinks it’s Libel, = 
Piracy of his format or ma- 2 

nvasion of Privacy, Copyright 


Performer—anyhow, a claim is made. 
THEN you should have our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
data and rates NOW, before 


WRITE FOR DETAILS 
AND RATES 


EMPLOYERS | 
REINSURANCE 


Agency, lient, 


CORPORATION 


Insurance Exchange 
Kansas City, Mo. 
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William Sonne of Seattle, Division manager of 
THE NESTLE COMPANY, INC., discusses the 


“Split Personality’ of Puget Sound 


“Just as people develop personalities, so do geographical 
areas take on ‘personalities’, For example, consider the 
area here on Puget Sound. The Seattle market and the 
Tacoma market are similar in many respects. They are 
both prosperous, vibrant and growing. Yet, they each 
have distinct, different ‘personalities’ . . . a ‘split per- 
sonality’ if you wish. These markets join but do not 
overlap and in each market people are loyal to their 
home cities. For instance, we’ve found that Seattle news- 
papers do not have sufficient circulation in the Tacoma 
market to properly influence this important area. For 
this reason our products are advertised in a Seattle news- 


paper and in the Tacoma News Tribune.” 


63.5% 


of Washington State’s 


GENERAL 
MERCHANDISE SALES 


in these two 
important markets 
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Klinger to ‘Capper’s Farmer’ Capper’s Farmer, published by 
David Warren Klinger has been | Capper Publications Inc., Topeka, 
appointed managing editor of| Kan. He formerly was managing 


| turist & Farmer, Racine. 


|Gene Schuff Joins ‘True’ 

Gene Schuff, formerly in trans- 

$| portation advertising, has been 

{| named to the executive sales staff 

| of True, where he will act as sales 

|representative in metropolitan 
New York and New England. 


Remarkable 
ROCKFORD 


At the Top in Illinois, Rock- 
ford continues to expand and 
row. Contracts have been let 
or two multi-million dollar 


MAGAZINE CLASSIFIE 


— BIGGEST — 
-— BY THE MILLIONS — 


Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 


soon begin on a new shopping 
center including a 2 million 
dollar Goldblatt Bros. Depart- 
ment Store, a new name in 
Rockford. The American Chicle 
Company and The Goss Print- 
ing Press Company have both 
: chosen Rockford for new man- 
i ufacturing facilities. a 
; construction continues to brea 
Gest resy records. All of this added to an 
CITY IN. TH already prosperous city means 
MIDWES 


a remarkable market for your 
roducts or services. The Rock- 
ord Morning Star and Rock- 
ford Register-Republic give 
superior coverage in Rockford 
and surrounding areas of 
Illinois and Wisconsin. Let us 
send you full information. 


* 134,488 ABC CITY ZONE *441,222 ABC RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


editor of the Wisconsin Agricul- | 


factories. Construction will | 


: 


; 


| $ 
| 


| 


| 
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Bach 


Collier Johnson 


COMMITTEE MEETS—Reviewing Advertising Recogni- 
tion Week material for Advertising Assn. of the 
West’s 1956 campaign are Charles W. Collier, AAW; 
Steve Johnson Jr., Johnson Mat & Electrotype Co.; 
Haines Hall, Hall & Patterson; Harry Brant, Velve- 
tone Co.; Ken Boucher, Tide Water Associated Oil 
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Wolfe Anderson King Murray Hooper Falk 
Hall Brant Boucher Stacey 
Co.; Arthur Stacey, production counselor; Bob 


& Co.; Merritt 


Bach, N. W. Ayer & Son; John Wolfe, John Wolfe 


Anderson, Foster & Kleiser Co.; 


Robert King, Zellerbach Paper Co.; Bill Murray, 
Cal-Pictures; Jerry Hooper, Hooper Printing & En- 
graving Co.; Charles Falk, Charles H. Falk Co. 


Bacon Publishes Two Books 
to Aid Publicity Handling 

R. H. Bacon & Co., Chicago, has 
published two books designed to 
aid in the handling of publicity, 
making up release lists and check- 
ing results—the 1956 edition of 
“Bacon’s Publicity Checker,” and 
“Bacon’s Publicity Handbook.” 
First published in 1952, the “Pub- 
licity Checker” lists 3,240 publi- 
cations known to use publicity ma- 
terial, each coded to show what 


type of publicity is accepted by 
the editors. The “Publicity Hand- 


book,” published for the first time, 
contains chapters on handling pub- 
licity work of all kinds. 

Price of the 256-page “Pub- 
licity Checker” is $15; the 128- 
page “Handbook” costs $2. Both 
will be sent on approval by Bacon, 
343 S. Dearborn St., Chicago. 


Copper & Brass Assn. Drive 
Stresses Product Application 

A new advertising campaign to 
stress the values of copper and its 
alloys for product applications has 
been launched by the Copper & 


Brass Research Assn., New York, 
in newspapers, business papers 
and technical magazines. The cam- 
paign is intended to supplement 
and reinforce individual advertis- 
ing by association members who 
promote their own mill products, 
brand names and technical serv- 
ices. 

Media include the New York 
Times, Wall Street Journal, Amer- 
ican Metal Market, Business Week, 
Daily Metal Reporter, Electrical 
World, Iron Age and Steel. J. M. 
Hickerson Inc. is the agency. 


TO ALL OUR FRIENDS— 
We wish that this will be 
a Happy and long remembered 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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Admen: $1 Can Solve 


Farm Surplus and 
Yule Gift Problems 


Cuicaco, Dec. 6—It 


sounds 
complicated, but under CARE’s 


care the problems of farm sur-|{ 


pluses and agency Christmas gifts 


have been brought together and , 


jointly solved—at least in this area. 


The “Food Crusade” now being |? 


operated by CARE’s midwest of- 


fice—and several others around |*@ 


the land—works like this: 


The business man, adman or ad- |? 
vertiser, bemused about whether | | 
to send Scotch to his patrons or 


food overseas, decides on the latter 
(having discovered, for one thing, 
that it’s much cheaper). 

So he sends his mailing list to 
CARE, together with just one dol- 
lar ($1) to cover each name. 
CARE then sends a 20-lb. package 
of dairy products to a hungry 
family overseas in the name of 
each person on the list, and fol- 
lows with a Christmas card to the 
listee telling him all about it. 


es How do you package and ship 
20 lbs. of food for only a buck? 
Well the dollar, it turns out, is only 
for mailing and handling. By ar- 
rangement with the Department of 
Agriculture, CARE gets the food 
from surplus stocks—which, it 
points out, “would otherwise waste 
in U.S. government warehouses.” 

With government surplus stocks 
currently amounting to around $7 
billion, there doesn’t seem to be 
any danger that even an epidemic 
of civic-spirited Christmas gifting 
would run us out of a farm prob- 
lem. 

Still, anyone who has faced a 
holiday mailing list can see how 
it might be possible. 


Grant Appoints Three V.P.s, 
Promotes. Lenahan 


Grant Advertising has appointed 
Jack W. Edwards, most recently 
president of Commercial Art En- 
graving Co., San Francisco, v.p. 
and manager of its San Francisco 
office. Mr. Edwards, who also had 
his own agency in Dallas for 12 
years, succeeds J. Raymond Len- 
ahan. Mr. Lenahan, a v.p., has 
been transferred to New York as 
special assistant to Will C. Grant, 
president of the agency. At the 
same time, Donald Wagnitz, who 
formerly operated his own agency 
in Midland, Mich., has been 
named v.p. and manager of Grant’ s 
Dallas office. 

Grant also has named Frank 
G. Kenesson, formerly manager 
of the Chrysler Corp. press infor- 
mation service, v.p. of public rela- 
tions in its Detroit office. New 
copywriters on the Detroit staff 
are Rudolph R. Perz, Gerald J. 
Gateman and Donald R. Borth- 
wick. Robert A. Saxon, formerly 
with the Frigidaire division of 
General Motors Corp. and Kudner 
Agency, has been named an ac- 
count executive in Grant’s Dayton 
office. 


Seagram Satety Drive Says 
‘Drinking, Driving Don’t Mix’ 

Under a banner head which de- 
clares, “We Who Make Whisky 
Say, Drinking and Driving Do Not 
Mix,” Seagram Distillers Co. broke 
1,500-line ads in 12 cities Dec. 1 in 
support of Safe Driving Day. The 
ads ran in Baltimore, Boston, Chi- 
cago, Cleveland, Detroit, Los An- 
geles, New Orleans, New York, 
Philadelphia, San Francisco, St. 
Louis and Washington. 

Copy reads in part, “Liquor has 
no place in the front seat of an 
automobile. ..alcohol and gasoline 
do not mix. We invite you to join 
in the crusade for safer, saner 
driving.” Part of the signature of 
the ad says that it was “published 
as a public service in observance 
of Safe Driving Day.” Warwick & 
Legler, New York, is the agency. 


Los Angeles, has introduced a 

new series of eight unbreakable 

Christmas and birthday greeting 

records for small fry. The cards 

were designed by H. S. Crocker 
Inc., San Francisco. 


“SOUND” CARDS—Rec-Cards Inc., 


OAAA Opens Fourth Annual 
Local Outdoor Contest 


The best local outdoor advertis- 
ing of 1955 will be honored in the 
fourth annual Local Outdoor Ad- 
vertising Contest, sponsored by 
Outdoor Advertising Assn. of 
America Inc., Chicago. Awards will 
be made for the outstanding local 
outdoor campaigns and local out- 
door designs used during 1955 by 
local advertisers throughout the 
U.S. First, second and third awards 
will be made in 10 divisions, cov- 
ering both 24-sheet poster and 
painted display. Award plaques in 
each division will go to the adver- 
tiser, advertising agency, artist and 
outdoor advertising company. 

Copies of the contest rules book- 
let are available on request from 
OAAA, 24 W. Erie St., Chicago. 
Entries, which may be submitted 
by OAAA members only, must be 
received by Jan. 15, 1956. Winners 
will be announced in March. 
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© Sioux City, A.B.C. City Zone 100,121 
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NEW YORK CHICAGO HOLLYWOOD DALLAS 
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ABC FILM SYNDICATION, INC. 


ATLANTA 


267 Colonial Homes 
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SAN FRANCISCO 
277 Golden Gate Ave. 
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Poorman, Butler Moves 

Poorman, Butler & Associates, 
Muncie, Ind., agency, has moved to 
larger quarters at 112-114 E. Gil- 
bert St. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


ESTABUSHED 888 
PRESS CLIPPING BUREAU 


BArcley 7-537! 
165 Church Street New York 7, N. Y. 


And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 


in two practical sizes; rubber cement; 
plastic laminating if desired. 


BURRELLE‘’S 
PRESS CLIPPING BUREAU 


165 Church Street * New York 7, N. Y. 


GE Lamp Division 
Opens Drive for 
‘Bonus Filament 


CLEVELAND, Dec. 6—General 
Electric Co.’s lamp division kicks 
off a new campaign this week with 
half pages in the New York Times 
and Wall Street Journal. 

“Bonus” lighting is the theme, 
based on a new lamp whose im- 
proved filament is said to give 6% 
more light in household bulbs, and 
15% more in commercial and 
factory lamps, for the same kilo- 
watt costs. 

The schedule includes pages in 
early December issues of Business 
Week, Life, Newsweek, Time and 
U.S. News & World Report, and an 
eight-page advertisement in the 
January Fortune. A dozen trade 
magazines are also being used this 
month. 


® Martin R. King, lamp division 
advertising manager, called the 
campaign most extensive either by 


GE or the lighting industry, and 
designated four target audiences: 
GE employes, shareholders, big 
customer groups and consumers 
generally. 

An hour closed circuit telecast 
introduced the “bonus lamp” of- 
fensive last Thursday to 25,000 
customers assembled in 42 hotels 
across the country. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Visking in Drive for Visqueen 

Visking Corp., Chicago, has 
scheduled two-color pages in four 
packaging trade journals to say 
that its Visqueen polyethylene film 
now costs less than cellophane. 
In addition to the ads in Decem- 
ber issues of Good Packaging, In- 
dustrial Packaging, Modern Pack- 
aging and Packaging Parade, the 
schedule also includes ads in trade 
publications serving industries us- 
ing packaging materials. Visqueen 
is produced by the company’s plas- 
tics division in Terre Haute, Ind. 
Weiss & Geller, Chicago, is the 
agency. 


Doody 
THEY KNOW THEIR BUSINESS—In a recent bull judging contest con- 
ducted by Farm & Ranch magazine, three members of the agricul- 
tural staff of Aubrey, Finlay, Marley & Hodgson, Chicago, received 
awards. Dan Doody, western manager at the magazine’s Chicago 
office, presents high-scorer Cecil Barger with an engraved steak 


Barger 
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John O. Gantner, Jr., President of Gantner of California, reveals why 
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“She always has the last word!’’ 


“They say a woman will always have the last word. It’s cer- 
tainly true when she shops for a swimming suit! 


“She waits till the last possible minute, and insists she get 
the ‘last word’ in style. Pressure on stores is terrific. If ‘hot’ 
styles run out of stock, those sales are gone forever. 


“But our retail accounts know they can depend on Gantner. 


& Air Express 


“Gantner styles can be restocked to any store in the country 
in a few hours, while the ads are running. Not a moment is 
lost — not a sale is lost — thanks to Air Express! 


“And one last word — about costs. Specifying Air Express 


can save you money, too. 15 Ibs. 


from San Francisco to 


Chicago, for example, costs $10.91. That's $1.09 less than 


any other complete air service!” 


i — 


GETS THERE FIRST via US. Scheduled Airlines 
CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 


Murrane Huffman 


plate. Tom Murrane, runner-up, 
also received a plate, and Lynn 
Huffman a barbecue apron. 


Canadians Seek to 
Lure More Tourists 
with Ads in 1956 


OrTTawa, Dec. 6—The Canadian 
Federal-Provincial Tourist Confer- 
ence here was told that for every 
dollar spent on advertising her 
vacation and playgrounds, Canada 
gets back an estimated 8.9 tourist 
dollars. 

This estimate was given by D. 
Leo Dolan, head of the Canadian 
Travel Bureau. He said the bureau 
plans to spend between $700,000 
and $800,000 on advertising in 1956 
and to expand its free information 
service. 

Resources Minister Jean LeSage, 
who opened the conference, said 
the keynote should be the attrac- 
tion of more Canadians to see their 
own country first. 


|® Foreign visitors to Canada in- 
creased this year, spending some 
$300,000,000 in this country. But, 
said the minister, that was not 
‘enough when one considers that 
American tourists alone are esti- 
mated to have spent $1.5 billion on 
tourist activities all over the world 
this year. 

While the number of Americans 
visiting Canada increased, so did 
the number of Canadian tourists 
going abroad. 

He expected Canada’s tourist 


dollar deficit—the difference be- 
‘tween what foreigners spent in 
‘Canada and what Canadians spent 
_abroad—would be bigger than ever 
this year. 

All Canadian agencies should 
concentrate not only on attracting 
the American tourists, but on per- 
suading Canadians to see their own 
country, he said. 


Official Films Sells Three 
as St. Louis Hour Package 


Official Films has sold three of 
its syndicated films for presenta- 
tion as an hour “Housewives 
Theater” on KSD-TV, St. Louis. 
The Monday through Saturday, 
1 to 2 p.m., CST, series will be 
sponsored by two clients of Rut- 
ledge & Lilienfeld—Pevely Dairy 
Co. and National Food Center 
Stores, St. Louis subsidiary of 
National Tea Co. 

Sponsored by National Food 
Center Stores, the first half hour 
of “Theater” will be filled by 
“Trouble With Father” on Mon- 
day, Wednesday and Friday, and 
by “Willy” on Tuesday, Thursday 
and Saturday. Pevely Dairy will 
present “My Little Margie” in the 
closing half-hour six days a week. 
Commercials will be live. 
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Keep Ads Simple, 
Terse, Pointed, 


Robinson Advises 


PHILADELPHIA, Dec. 6—Industrial 
ads that are jumbled or overly 
fancy in appearance will gradu- 
ally shrink in numbers as adver- 
tisers learn to improve the effi- 
ciency of their advertising, Claude 
Robinson, v.p. of Gallup & Robin- 
son, Princeton, N. J., opinion and 
market research organization, told 
several hundred members of the 
Eastern Industrial Advertisers 
Assn. at the Poor Richard Club 
last week. 

“As people who are handling ad- 
vertising funds increasingly come 
to the conviction that more peo- 
ple are reached through the use 
of orderly presentations and 
through talking in terms of con- 
sumer benefits,” he said, “this 
‘ad-y’ type of advertising will de- 
crease.” 

Jumbled ads that “look like 
ads” fail to register, the speaker 
said. They look hard to read, he 
explained. 


® An advertiser who prints on 
cherry blossoms or on heavy col- 
or or who uses various other de- 
vices is violating what every psy- 
chologist knows about the reading 
habits of people, he added. 

“Also, such presentations cue 
the reader to think it is ‘just an- 
other ad’ and there is no reward 
for reading it,” he declared. 

Mr. Robinson pointed out that 
people look at a page to get a 
quick signal as to whether the ad 
is worth spending any time on or 
not. 

“They have come to associate 
‘ad-y’ ads with no reward, and so 
they pass them by,” he claimed. 

He said that the companies his 
firm does work for have cut down 
the use of so-called “ad-y” ads. 

In the past four years, he said, 
he has noted that the use of fancy 
approaches has declined markedly. 

He told EIAA that from his 
company’s study of thousands of 
ads, four great organizing princi- 
ples emerge: An ad must (1) of- 
fer the reader a reward, (2) cut 
down on the mental work required 
to understand it, (3) offer valida- 
tion of news or facts and (4) 
avoid repetition or making the 
reader reread the ad. 


® Mr. Robinson spent a consider- 
able amount of time on “rewards,” 
pointing out that benefits are of 
utmost importance. He used as an 
illustration from Gallup & Robin- 
son’s study of advertising impact 
a headline in a Victor Adding Ma- 


SPARK EVERY PROMOTION 


The PHOTOMATIC Co. 


53-59 E. Illinois St. * 11, Hi, 
Phone WHitehall 4-2930 


chine ad; it said, “Victor Has 
What It Takes.” The rating given 
the ad by the men who read it 
was 8%. But when Victor changed 
the head to, “Over 54% Quieter, 
Victor’s Super Quiet Customs,” 
the rating figure shot up to 12%. 
News and direct information also 
qualify as a “reward,” Mr. Rob- 
inson stated. 

Studies of industrial advertis- 
ing, he added, indicate that claim 
and boast headlines scored on the 
average of 7.1; ads with consumer 
benefit headlines scored on the 
average of 11.6. 

He also urged advertisers, agen- 
cies and ad managers to be care- 
ful about selecting illustrations 
that help tell the advertising 
story, not just eye-catchers. And, 
the speaker warned against dou- 
ble-meaning headlines. 

“Many advertisers feel that un- 
less they can say it in a cute and 
clever manner, it isn’t an ad,” he 
said. 


® “I am convinced that one of the 
reasons why advertising is an ul- 


cer business is this curious con- 
cept that we must have double 
meanings—must say it cutely and 
cleverly.” 


MacFarland Opens Agency 

Gene B. MacFarland, formerly 
sales promotion and industrial ad- 
vertising manager of Crown Zel- 
lerbach Corp., has opened his own 
advertising agency with offices in 
the Russ Bldg., San Francisco. Mr. 
MacFarland will handle campaign 
planning and copy. At one time 
he was advertising and sales pro- 
motion manager of Payne Furnace 
Co., Day and Night and Panel Ray 
divisions of Carrier Corp.; direc- 
tor of marketing of Grove Labora- 
tories, and media and market re- 
search worker for A. C. Nielsen 
Co., Chicago. 


‘Digest’ Transfers Dangler 
Hugh F. Dangler, formerly with 
the circulation department of the 
U.S. edition of the Reader’s Digest, 
has joined the advertising sales 
staff of the Reader’s Digest inter- 


national editions. 
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Clissold Enlarges Oftice Bldg., Dec. 19. The company pub- 
Clissold Publishing Co., Chicago,|lishes Baking Industry, Canner 
will move to larger quarters atits|& Freezer and Hospital Manage- 


present location, the Bankers! ment. 
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ORLON and DACRON are trademarks, too 


REG. U. S&S. PAT. OFF. 


REG. U. S. PAT. OFF. 


As these wings distinguish Mercury, our trademarks rep- 
resent the unique qualities and characteristics of our two 
modern-living fibers. ““Orlon” distinguishes our acrylic 
fiber; “Dacron”, our polyester fiber. 

As we use and protect these trademarks, they become 
meaningful and valuable to both consumers and to the 


trade. 


Because we know you share our belief in the value of 
trademarks, here is how to use ours correctly in your 
advertising and promotional material, 

Distinguish ‘‘Orlon’’ and **Dacron’’—Capitalize and 
use quotes or italics or otherwise distinguish by color, 
lettering, art work, etc. 

Describe them—Use the phrase “Orion” acrylic fiber 
or “‘Dacron” polyester fiber at least once in any text. 
Designate them, in a footnote or otherwise, as “*Orlon’— 
Du Pont’s registered trademark for its acrylic fiber” and 


‘“*Dacron’—Du Pont’s registered trademark for its poly- 
ester fiber.” 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers Department, 
Section T-3, E. I. du Pont de Nemours & Co, (Inc.), 
Wilmington 98, Delaware. 


TEXTILE FIBERS DEPARTMENT 


REG. U.S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING 
»-»+»-THROUGH CHEMISTRY 
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e--are you getting 
your share of the 


“Mentions’’? 


"allt VOGUE'S new color combinations 


How to check the use of your name 
in the newspaper advertising of 
another manufacturer's product 


@ ACB calls them “mentions.” They 
are usually buried deep in the body 
copy or hidden in a 6-point cut cap- 
tion of some advertiser who buys 
from your contract division. Yet they 
are golden advertising nuggets for 
the products they “‘tie’’ into. 
Finding these “mentions”? would be 
an impossible job for any manufac- 
turer. They may appear in any ad- 
vertising any day on any page of the 
1,750 daily and Sunday newspapers 
published in 1,393 different cities. 
ACB is keyed to such a degree of ac- 
curacy that iis readers pick up better 
than 95 out of every 100 “‘mentions”’ 
published. “‘Competitive’’ mentions 
to show you exactly how you stand, 
may also be of importance to your 
organization. 

This is but one of many ACB services 
available for business management. 
From such data, comes sounder ad- 
vertising and sales policy. 


Send for ACB’s yrs 7 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. «+ New York 16 
18 8S. Michigan Ave. + Chicago 3 
20 South Third St. + Pw em 15 
161 Jefferson Ave. 
51 First St. + 


* Mem 3 
San | pee 5 


ADVERTISING 
CHECKING BUREAU | 


Art Directors Club Sets 
Two-Day June Conference 

The Art Directors Club of New 
York will hold, for the first time, 
a two-day seminar June 7 and 8, 
with morning and afternoon semi- 
nars on the art director and his re- 
lation to design, art, photography, 
inks, engraving, production, re- 
search and management. 

The club’s 35th annual nation- 
al exhibition of advertising and 
editorial art and design, normally 
displayed three weeks at the Assn. 
of American Artists Gallery, will 
be held June 4-8 in the Waldorf 
Astoria instead, where the semi- 
nars will be held. 


CBS-TV Film Sales Puts 
‘Newstilm’ in 13 Countries 


CBS Television Film Sales, New 
York, is now distributing its 
“Newsfilm” in 13 countries in 
North and South America and 
Europe. Part of the increased 
sales are attributable to the fact 
that the “Newsfilm” laboratories 
are now kept open over the week- 
end to supply news to subscribers 
for Monday schedules, according 
to Wilbur S. Edwards, general 
sales manager of CBS-TV Film. 

The addition of nine new mar- 
kets makes a total of 69 which are 
now being serviced by “News- 
film.” Countries airing the film 


~~ 
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FULL O’COFFEE— 
' Chock Full O’ 
Nuts introduces 
its new coffee 
— with a $250,000 
= campaign in New 
© England, using 
' newspapers, fT a- 
dio and tv. “Miss 
Heavenly Coffee” 
(Glyn West) is 
making appear- 
ances on tv, Ta- 
dio and in super- 
™ markets. Grey 
"mem Advertis- 
ing Agency and 
David O. Alber 
Associates, public 
relations, both of 
s New York, han- 
dle Chock Full 


news and commentary, in addition 
to the U. S., are Columbia, Bel- 
gium, Alaska, Canada, Cuba, 
Denmark, Great Britain, Hawaii, 
Japan, Mexico, Puerto Rico and 
Venezuela. 
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Fox De Luxe Beer 
Moves Production 


to Wisconsin Plant 


WAUKESHA, Wis., Dec. 6—The 
Peter Fox Brewing Co., Chicago, 
will close its production operations 
in that city in December and trans- 
fer all brewing and packaging to 
the Fox Head Brewing Co. plant 
here. 

The merger will concentrate 
production of Fox De Luxe, pre- 
viously brewed in Chicago, and 
Fox Head 400 at the Wisconsin 
plant. The Chicago brewery was 
acquired last June by Arthur J. 
Feicht, a Chicago insurance brok- 
er, and a group of associates. The 
same group bought control of Fox 
Head last July (AA, July 11). 


@ Mr. Feicht said the two brew- 
eries will continue to be separate 
organizations, but will operate out 
of the same brewery facilities. The 
separate brand names will be con- 
tinued. Production of Fox De Luxe 
will start here Dec. 15. 

Fox De Luxe will maintain sales 
headquarters in Chicago and con- 
tinue to serve its present market 
area. 


Stuart Named ‘Agency’ Editor 


Robert D. Stuart will resign his 
post as exec. v.p. and director of 
James Thomas Chirurg Co., New 
York, to become editor of Adver- 
tising Agency, effective Jan. 1. He 
will succeed Roger Barton, who 
resigned recently to join Alfred 
Politz Inc. (AA, Oct. 17). 


“We polish 
up the 

hande 
ofthe 
big front 
door” 


ACB begins 37th year for 
daily newspaper industry 


ACB has for years performed a 
service for the nation’s news- 
papers, namely to make certain 
each national advertiser in the 
newspapers gets a proof-of-inser- 


tion of his advertisements. In 
doing this job well, ACB has re- 
moved the manual labor and the 
irritation and delays in checking 
newspaper advertising that pio- 
neers in advertising can easily 
recall. It is now easy for an ad- 
vertising agency to handle a heavy 
newspaper schedule. 

The city-by-city ‘‘flexibility’’ of 
newspaper advertising allows adver- 
tisers to pin-point the more respon- 
sive markets ...to use the retailers 
favorite media— newspapers... todo 
a closer job of timing... to employ 
the local authority and immediacy of 
the newspapers. 

Since all business is local—so are 
the newspapers. ACB has for years 
been reconstructing for merchandisers, 
the widely varying newspaper adver- 
tising in the nation’s 1,393 localities. 
Thus, merchandisers get a sharp co- 
herent picture of this $2 billion annual 
newspaper advertising expenditure 
with all details of what their own and 
competitive dealers are doing as well 
as thru the medium of various Re- 
search Services. 

ACB Newspaper Research Services are 
made possible only because of the co- 
operation of over 1600 Dailies in using 
ACB to distribute their checking copies 
as a direct help to agencies and their ad- 
vertisers. 

These Newspaper Research Services for 


merchandisers are discussed further in 
opposite column. 


See opposite column for listing 
of ABC Service Offices 
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affiliated with Nall Homes Lab and anal Farming magazines 


JOHN BLAIR & CO. 


Channel 6 | 
NBC a 


BLAIR TV, 
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Issues Are Cloudy as 
Pepsi and Biow Split 


(Continued from Page 1) 
between the nation’s No. 2 soft 
drink company and its agency is 
definitely ruptured, although the 
date on which their parting be- 
comes complete is still in question. 

2. The split came as a complete 
surprise to many of the people in- 
volved; just a few weeks ago the 
company and its bottlers met in 
Miami and okayed the entire 1956 
ad campaign prepared by the 
agency. The campaign apparently 
will run as approved. 

3. A group of some 20 Pepsi 
bottlers met in Chicago and, after 
considerable discussion and some 
disagreement, decided to back the 
company in its firing of B-B-T. 


= The confusion started on Mon- 
day, shortly after John Toigo, 
exec. v.p. of Biow-Beirn-Toigo, 
announced that notice of termina- 
tion of the contract had been 
served on the agency. In his state- 
ment, Mr. Toigo said that a 1948 
contract with Pepsi had a four- 
month cancelation clause, but that 
another contract, made on Oct. 20, 
1952, with both the Biow agency 
and Mr. Toigo personally, pro- 
vided for a two-year cancelation 
notice “so long as you are with 
the company.” 

Following on the heels of Mr. 
Toigo’s statement came an an- 
nouncement from the Pepsi-Cola 
Co. which said in part: “Milton 
Biow has informed the Pepsi-Cola 
Co. that the Toigo statement has 
been issued without his [Mr. 
Biow’s] knowledge.” However, Mr. 
Biow himself did not release any 
statement regarding whether or 
not he had any knowledge of Mr. 
Toigo’s action. 

Later in the day Mr. Biow com- 
mended Mr. Toigo for the “mag- 
nificent job” done for Pepsi. “If 
we are severing relations with 
Pepsi-Cola, it is not due to the job 
we have done,” he said. “We need 
have no regrets. We have only a 
real feeling of achievement, the 
glow that comes from a job well 
done, and extend to Mr. Toigo a 
bouquet.” 


® Mr. Biow himself was unavail- 
able to reporters, but sources close 
to him told AA that he feels the 
two-year contract is a matter be- 
tween Toigo and Steele and is 
therefore disposed to let them set- 
tle it. Biow reportedly has never 
held a client to more than 120 
days’ notice, or enough time to be 
mutually satisfactory, and is re- 
ported on good authority to be wil- 
ling to settle for four months’ no- 
tice, despite the fact that all copy 
is prepared for 1956. 

Although Mr. Toigo insists that 
Pepsi has a two-year contract with 
both him and the agency, Mr. Biow 
is reported to have insisted that 
he was not consulted on this mat- 
ter and is not a party to it; in fact, 
if Mr. Toigo got a two-year con- 
tract, it was contrary to agency 
policy, which calls for a four- 
month arrangement. Biow is also 
credited with saying, however, that 
if Mr. Toigo wants to work on the 
basis of the two-year notice ar- 
rangement, then Biow must back 
up a member of his agency staff, 
but he is keeping hands off the 
argument. 


ad campaign. 

The best “unofficial” explana- 
tion seemed to involve another 
B-B-T client; namely, Philip Mor- 
ris. It was said that Pepsi was 
unhappy because it felt that the 
high-fashion advertising that Mr. 
Toigo and the agency were pro- 
ducing for the cigaret account too 
closely resembled Pepsi’s own ad- 
vertising. 

When AA asked Mr. Toigo about 
this he merely said: “Look at the 
ads and see for yourself.” 


= The closest to an explanation 
that Pepsi spokesmen would come 
was to tell AA that the company’s 
departure from Biow was “not a 
precipitous action.” There has 
been “a general deterioration” of 
agency-client relations in the past 
four months (the first high-fash- 
ion approach ads for Philip Morris 
started to appear in July), the 
Pepsi people said. 

Pepsi sources also said that the 
agency had been urged many times 
to maintain a top-notch account 
group, that this was not done, and 
that, in fact, some designated 
members of the Pepsi account 


Gently Does kt 


ee i 


Philip Morris 


with the Biow agency. 

2. That the bottlers would use 
the 1956 campaign prepared for 
them by the Biow agency. 


® The Pepsi-B-B-T break-up also 
gave rise to rumors of discontent 
between the principals of the agen- 
cy, and statements like “Toigo 
| couldn’t work with Biow and 
| wouldn’t talk with Beirn.” Asked 
about this, Mr. Toigo denied that 
there was any friction, and added 


furniture house. 


account man. He handled the 


diana) he directed the “Fill ’er 


in charge of marketing. In 1949 


Al Steele: From Beds to Gas to Pepsi 


New York, Dec. 8—A native of Nashville, Alfred N. Steele 
graduated from Northwestern University in 1923. He helped form 
a metal brokerage in Chicago, later represented the Seng Co., a 


He moved to Union Bed & Spring Co., and then to the Chicago 
Tribune. As merchandising manager of the paper he decided, in 
1926, that the most effective way to sell space was first to learn 
something about the prospective client’s problems. 

He moved on to Olsen & Enzinger, a Milwaukee agency, as an 


hired him as general sales manager, and later made him v.p. in 
charge of sales. As advertising director of Standard Oil Co. (In- 


In 1937 he was manager of Columbia Broadcasting System in 
Detroit; in 1939 he went to D’Arcy Advertising, where he worked 
on Coca-Cola. Later he moved over to Coke, and served as v.p. 


Trane Co., which subsequently 


Up” campaign. 


he joined Pepsi as Ist v.p. 


group—notably art  directors— 
were diverted to work on another 
big account. The Pepsi 
made no bones about their view 
that this “big account” was Philip 
Morris. 

They said further that the “up- 
grading” of Pepsi-Cola in recent 


years should be credited to com-| 


pany management and not to the 
advertising, which was merely “an 
adjunct, a small part” of the total 
operation. 

Pepsi people said the current ad- 
vertising “concept” used by Pepsi 


was “created by Steele and em- | 


bellished by Barnet” (H. L. Bar- 
net, exec. v.p. of Pepsi) and that 
Mr. Toigo and his account group at 
the agency were, anyway, “just the 
mechanics.” 


® The bottlers got into the act 
when some 20 of them met in 
Chicago. As nearly as AA could 
determine, those meeting were 
members of the board of directors 
of a national association of Pepsi- 
Cola bottlers. 

They discussed the agency-com- 
pany breakup, and one of them re- 
portedly told the others that “in 
a test between Al [Steele] and 
John [Toigo] we’ve got to go along 


people 


that he and Mr. Biow and Mr. 
_Beirn were all very good personal 
friends. 

Mr. Beirn, who announced last 
week that he was leaving his post 
as Biow president at the beginning 
of ‘56, also denied that there was 
any trouble between the agency’s 
principals. He said further that 
his leaving the agency was not 
lin any way connected with the 
Pepsi-Cola decision. 


. This whole affair started quite 
|/innocuously two weeks ago, when 
Mr. Toigo called in several news- 
men to “enlist their help” in quell- 
ing some rumors (AA, Nov. 28). 
The rumors, he said, had Pepsi 
moving, and he (Toigo) going 
with it. He denied both items. “My 
destiny is here,” he said, and he 
added: “I would be surprised and 
even shocked” if the account were 
to leave, though “change is always 
_a client’s privilege.” 
The first indication that Pepsi 
wasn’t fizzing in unison with B-B- 
|T came the same day, when an AA 
reporter reached Al Steele by tele- | 


| 
| 


phone. Mr. Steele commented as | 


‘follows: 
| 


_ weenie for makers tunte 


Turmoil and Turnover 


“The whole thing is news to me, | 
pal. If people get nervous I can’t) 


Behind the dramatic news of the 
account juggle, and the disputes 
of old friends and partners, lay 
the weird and wonderful story of 
Pepsi-Cola’s rise to fortune. Un- 
like that of Coca-Cola—which is 
basically a family-controlled op- 
eration which progressed steadily 
at home and abroad, carefully 
nurtured by genteel and consistent 
advertising—the Pepsi story is one 
of turmoil and turnover, of brilli- 
ant ideas and bizarre bloopers, of 
changing managements and 
changeable temperaments. 

Pepsi’s modern history began in 
1931 when it was bought out of 
bankruptcy for $12,000 by Charles 
G. Guth, president of Loft Inc., 
a chain of candy stores in New 
York. Mr. Guth was annoyed at 
Coca-Cola, and wanted another 
drink for Loft soda fountains. He 
bought the drink himself, and sold 
it through the chain, and when he 
left Loft in 1935 the chain sued 
him to recover Pepsi-Cola, arguing 
that Mr. Guth had appropriated a 
business opportunity that belonged 
to his company. 

Loft’s new management, which 
needed money, finally got $400,000 
from Phoenix Securities, and 
Phoenix endorsed an additional 
$800,000 note from Marine Mid- 
land Trust, among others. In re- 
turn, Phoenix got options, at $1.50 
and $2 a share, on 400,000 shares 
of authorized but unissued Loft 
stock. A man who watched the 
proceedings closely was Walter 
Mack, then a Phoenix v.p. 


® In 1938, the court decided that 
Mr. Guth’s holdings (some 91% of 
Pepsi) actually belonged to Loft. 
Loft stock soared from $2 to $5 
a share at the news, and when a 
court-ordered accounting showed 
Loft had earned more than $3,000,- 
000 in 1938, the stock shot up to 
$11. 

Phoenix exercised its options at 
a book profit of close to $4,000,000, 
although it later had to return a 
million bucks because some Loft 


« SES “| 
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TOO EQUAL?—Last 
week in his col- 
umn in AA, Jim 
Woolf, perhaps 
prophe t- 
ically, noted the 
“equal tenacity to 
a single core 
idea” in ads for 
Philip Morris and 
Pepsi-Cola. By 
this week there 
was talk on Mad- 
ison Ave. that 
this “equality” of 
treatment was a 
key factor in 
Pepsi’s decision 
to drop Biow- 
Beirn - Toigo— 
creator of both 
campaigns. 


& Thomas had made the most bril- 
liant presentation. Mr. Mack told 
Fortune: “You’ve got to know 
more about your advertising than 
the agency does.” During the com- 
petition, a Lord & Thomas man 
called up to tell Mack they had 
heard a tricky jingle, composed 
by two free-lancers, Alan B. Kent 
and Austen H. Croom-Johnson. 


@ Mr. Mack heard their celebrated 
version of “D’ya Ken John Peel?,” 
but it was then sandwiched into 
45 seconds of sell. Newell-Emmett 
was told to “clear away the spin- 
ach,” and in September, 1939, it 
spun out over the air on Station 
WOR. 

Advertising history was imme- 
diately made. The jingle went home 
like an arrow. It has been parodied 
countless times (“Pensacola Is the 
Spot”); it evoked cartoons (The 
New Yorker showed a Russian 
couple listening to it, and the man 
exclaiming “It’s their national 
folk tune’); Station WQXR rup- 
tured its rigid rule against trans- 
cribed jingles, and played the 
Pepsi jingle tune—but without the 
words. 

Other Pepsi advertising was 
equally unorthodox. Skywriting 
was an immediate success; car- 
toons by Peter Arno and O. Soglow 
bobbed up, and in the background 
the jingle caroled endlessly. 


® It was spectacular and interest- 
ing advertising, and it was oper- 
ated (for the soft drink league) 
from a shoestring budget. In 1939 
Pepsi had $600,000 to spend; by 
late 1947 it was up to $4,500,000, 
including $1,000,000 for coopera- 
tive advertising with the bottlers, 
and $1,000,000 for “community 
services.” 

Community services in the Mack 
lexicon were apt to embrace any- 
thing from a wartime USO lounge 
in Times Square to art shows, 
college scholarships, and square 
dances in New York City public 
parks. 

While all this went on, Mr. Mack 
had proved himself resourceful on 
the supply front. When the OPA 
clamped down on industrial sugar 
users, limiting their quota from 
90% to 50% of 1941, Pepsi was in 
a bad spot. The big bottle was a 
liability. 


® Mr. Mack (1) bought fully-sug- 
ared Pepsi syrup from Mexico; (2) 
bought a Cuban sugar plantation; 
(3) bought Louisiana raw cane- 
juice through a New Jersey con- 


with our own president. I am not| help it. I was once a partner at) Alfred Steele W. S. Mack Jr diment maker, clarified it in Mich- 
as perturbed about this as you—/| D’Arcy, one of the greatest organi- | . * ligan, and before the government 
some of you—seem to be. I’m more | zations in the country. I’ve got no | stockholders sued, saying the op- | stopped him had gotten his bottlers 
perturbed that Al Steele’s rela-| statement to make.” | tion price had been too low. And | some 12,000,000 Ibs. of sugar equi- 
tions with the bottlers are de-| Q. “Then Pepsi isn’t moving out | Walter Mack moved in as presi-| valent. He tried a similar opera- 


All of this, of course, leaves the 
effective split-up date very much 
in the air. 


' 


s Missing from statements and 
counter statements made by Pepsi 
and the agency was one key item: 
Why the account was being taken 
from the Biow shop, particularly 
so soon after what was apparently 
an enthusiastic reception by the 
company and its bottlers of the ’56 


generating rapidly. He’s stayed 
entirely too much in his pent- 
house...” 

Before closing their meeting, the 
bottlers’ group apparently reached 
two major decisions: 

1. That the company was justi- 
fied in severing its relationship 


of Biow-Beirn-Toigo?” 


that’s where things stood—until 
Mr. Toigo issued the aforemen- 
tioned termination statement. 


dent, with Mr. Guth as general 


A. “That I didn’t say, pal. I|manager until his appeal was 
can’t help people’s nervousness. |denied in 1939. 
What it boils down to, pal, is I’ve) 
got no statement to make.” And | 


Mr. Mack immediately set about 
redesigning bottles and labels, and 
he looked for an advertising agen- 
cy. Fortune reported that he picked 
Newell-Emmett Co., although Lord 


tion in Cuban molasses, and was 
penalized by a reduction in Pepsi’s 
official ration. 

However, he was unable to 
match Coca-Cola’s overseas ex- 
pansion; while 63 Coke plants were 
set up with Army assistance, Pepsi 

(Continued on Page 97) 
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Model Sues for 
$500,000 Over 
Book-in-Bed Photo 


(Continued from Page 3) 
next in a full-page ad for Spring- 
maid sheets in the August issues of 
Ladies’ Home Journal and Prome- 
nade and in the Sept. 6 issue of 
Look. 

The picture in the Springmaid 
ad again showed Mrs. Russell and 
the male model in bed reading 
books, only now the man has a 
beard, his pajamas are no longer 
striped, the bedsheet pattern is 
different and the title of the book 
in his hand is clearly discernible 
as, “Clothes Make the Man.” (In 
the Marboro ad, no book titles 
were legible.) 

“Clothes Make the Man” is a 
paperback volume authored by 
the irrepressible Col. Elliott White 
Springs, head of Springs Mills. 
Springmaid ads frequently contain 
a line offering the book via mail 
for 50¢. The book, which is sub- 
titled, “How to Put the Broad in 
Broadcloth,” was also offered in 
the Springmaid ad containing Mrs. 
Russell’s picture. “The 1955 edi- 
tion is profusely illuminated with 
rejected advertisements and cen- 
sored copy,” said the ad. 


a Springs Mills copy running un- 
der the bedroom picture said: “We 
bought this picture to advertise 
Springmaid sheets, but we can’t 
write the caption. Elliott Springs 
tried, but all he came up with was 
Lost Weekend, Knight Errant, Lost 
Between the Covers and You Can’t 
Go Wrong on a Springmaid Sheet.” 
The ad offered a lifetime supply 
of Springmaid sheets to contrib- 
utors of useable captions for the 
picture. “The caption must adver- 
tise Springmaid sheets and must 
go through the mail,” the ad said. 

Mrs. Russell claims the use of 
her picture in this ad constitutes 
libel and invasion of privacy. Her 
husband joins as a plaintiff, claim- 
ing “loss of consortium.” Alterna- 
tive damages of $500,000 are asked. 
Complaint papers have been served 
on all the defendants and are an- 
swerable by the end of this month. 


s However, Emily Marx, counsel 
for the Russells, has not yet filed 
the complaint in court. She has 
obtained in New York state su- 
preme court a writ of attachment 
against Springs Mills property, and 
papers filed with this motion re- 
veal the grounds for the action. 


For people who take their reading seriously... 


if pow are the one te a-bomdred (oer ahowr) whe serks 
out hocks of genuse worth withos! reward te the dactatcs 
of best gelter ists 
com af scquiting these cheater howe 

HERE 1S WELCOME NEWS FoR You 

‘Ths cow Martcwe Book Clu has arranced an astonishing 
etreductary offer. As a charter memiet you may aclect 
any thrce af the Sine Seods chown heim for ouly B46 
‘These are the very same edtttrons orginadly puleshed at 
$5.00 ta 810.08 eek 


Charter membership offer 


but are diamuyed ty the pewhilitive » 


take any 3 beaks (combined value up te $25.00) for onty? 2.95 


Why mat add year mame to our roster? The Markers Rook 
Chet cffers savonge seeraging more than 50% on outatand- 


mee 
Wihrary, With cack four books cheers by yo & 
tive troman voter 


caperte 
s yours at ty mkitowal charge 

Heontas you nothing te join and you may cance your men, 
herdhip st any time after aceeghing four tooks Simply 
pat the membership enroliment form ts the mar) tacday 


| MARBORO | 


| BOOK {CLUB | 


tm 


th Avenue, New York 3. N.Y. 


ORIGINAL VERSION—This is the original ad for which Mrs. Russell 
posed. Headlined, “For people who take their reading seriously,” 
the ad was a promotion for the Marboro Book Club and ran in the 
New York Times and The Reporter. Marboro and its agency, 
Friend-Reiss, are now defendants in Mrs. Russell’s action. 


In an affidavit, Miss Marx tells 
the court: “Springmaid bedsheet 
advertisements are notorious in 
the advertising field for obscenity, 
double-entendre, grossness...and 
the photograph was altered into a 
typical Springmaid bedsheet ad- 
vertisement. The educational books 
of literary merit plaintiff was 
reading in the original photograph 
became an obscene book offered in 
all Springmaid bedsheet advertise- 
ments.” 

In her own affidavit, Mrs. Rus- 
sell charges the Springmaid ad 
damaged her socially and profes- 
sionally. The model asserts that 
the ad, in effect, invited readers to 
make insinuations about her moral 
character. She says that the ad 
asks 8,970,135 persons (the sup- 
posed circulation of the three mag- 
azines carrying the ad) “to guess 
the details of the act of unchastity 


of which that advertisement ac- 
cused me...” 

Mrs. Russell says she posed for 
“one stated, specific, limited pur- 
pose, i.e. to enable the defendant 
Marboro to advertise its book 
club.” She adds: “No monetary or 
any other consideration would 
ever induce me to pose for a 
Springmaid bedsheet advertise- 
ment.” 


s Mrs. Russell further asserts: “It 
is the essence of my profession 
that each of my portrayals is per- 
formed in response to a specific 
request from a specific client, for 
a specified cliental purpose, par- 
ticularized to me and approved by 
me prior to the rendition of my 
services.” 

The model relates that since the 
ad appeared, “I have been continu- 


ously required to apologize and ex- 
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Caption This Picture 


WIN A LIFETIME SUPPLY OF PERCALE SHEETS 


@ We bought this picture to advertise SPRING 
MAID Sheets, but we can't write the caption. Ettintt 
Springs tried, but aif he came ap with was Lost 
Weekend, Knight Errant, Lost Between The 
Cavers and You Can't Go Wrong On A Spring- 
maid Sheet. 

You write « caption and, if we can use it, we 
will send you « lifetime supply of SPRINGMAID 


through the mail 


P.O. Box 111, Dept. A + 


1 you ond ions, cond Sti tor Bites Wikte Springy book on how to wits adverinemants and ether estes ieiennation 
colled “Clothes Make Brmmated with cejented edvecsemants and censored copy 


‘The Man”. The 1955 edition @ profusely 


Candycale Sheets and Pithwwcases, or Percale white 
of colored, flat or hited sheets. You can have your 
Gholee of sizes and color, The caption must 
advertae SPRINGMAID Sheets and must go i; 


The contest closes Dec, 1, 1955. Write your f 
entry on the back of 2 Springmaid label, wrapper f 
or bacasmile aad send to j 
THE SPRINGS COTTON MILLS * 


Lancaster, South Carolina 


. 


LATER VERSION—Above is how picture looked after “doctoring” by 
Springs Mills. The man has been bearded and he is now reading 


“Clothes Make the Man” by Col. 


Elliott Springs. The Springmaid 


ad, with the “doctored” picture, ran in the Ladies’ Home Journal, 


Look and Promenade. All three 


plain to my professional and social 
contacts and so has my husband, 
who is also in the advertising field. 
Had my picture been placed in the 
rogue’s gallery by mistake, the 
damage to me personally and pro- 
fessionally would have been much, 
much less.” 

Miss Marx’s affidavit also claims 
that the Springmaid ad has re- 
quired Mrs. Russell “to apologize 
to the parents of the children with 
whom her children associate” (the 
Russells have two children, with a 
third one on the way) and has also 
“exposed her to solicitations from 
persons resorting to such tech- 
niques.” 


® Defendants in the suit are ex- 
pected to challenge Mrs. Russell’s 
claim that her picture could not 
be reused without her permission. 
Defense attorneys pointed out to 
AA that Mrs. Russell did sign a 
standard release form and that this 
release is general enough to allow 
the owner of the picture to do with 
it as he sees fit. 


magazines are now defendants. 


Mrs. Russell is one of the high- 
est-paid models in these parts. She 
has graced the covers of Harper’s 
Bazaar and Vogue more than once 
and has appeared in numerous 
fashion ads. 

For Col. Springs, controversy is 
not new. The South Carolinian has 
been a stormy petrel in advertising 
for many years. His ads have been 
refused by several magazines and 
newspapers, usually on the basis of 
the copy. He acts as his own copy- 
writer. 

Erwin, Wasey & Co. resigned the 
Springs Mills account twice, once 
in 1953 and again a year ago, 
shortly after the New York News 
rejected a Springmaid ad. The ac- 
count executive at the current 
agency, C. L. Miller, is R. L. 
Springs, believed to be a cousin of 
the colonel’s. When contacted by 
AA, however, Mr. Springs said he 
knew nothing about Mrs. Russell’s 
suit and little about the Spring- 
maid ad in question. He said all 
these matters are handled by the 
colonel himself. 
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This Week in Washington... 


It's Marginal Farmers Who Leave 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Dec. 8—Final re- 
sults of the new farm census con- 
firm the big drop in farm popula- 
tion. At the same time, the census 
also provides fresh details that help 
explain the significance of the 
change. 

The 4,782,393 farms counted in 
1954 represent a drop of 600,000 
since 1950 and the lowest total in 
65 years. On the other hand, pro- 
duction and land use are at high 
levels. With average size of farm 
up 26.9 acres (to a record 242.2 
acres) it is readily apparent that 
in most cases farms are being con- 
solidated for efficient, mechanized 
operation and that the population 
drop stems from the uprooting of 
marginal farm families—the peo- 
ple who grubbed a mean living 
from under-size and reluctant 
parcels of land. 

Census experts find that more 
than half the decline in number of 
farms can be traced to farms of 
50 acres or less, and two thirds to 
farms with output valued at less 
than $1,200. While the decline was 
general—it took place in all ex- 
cept 180 of the nation’s 3,067 coun- 
ties, and in every state except 
Florida—it was particularly sharp 
in the East and South. In the East, 
most of the change was in areas of 
marginal and low income farms. In 
the South, it was almost entirely 
in farms operated by tenants and 
croppers, who have been displaced 
by machinery. 

r . © 
TV Fuss Spreads: Don’t be sur- 


prised if the u.h.f. “crisis” boils up 
in Congress before FCC can get its 
study into high gear. Under FCC 
procedures, lawyers have at least 
until Jan. 6 to provide their views 
in writing about u.h.f.’s future. But 
Senate interstate commerce com- 
mittee, unhampered by formalized 
legal procedures, opens hearings 
on tv Jan. 17, and it will undoubt- 
edly get into the u.h.f. problem. 

U.h.f. operators feel FCC’s ma- 
jority continues to muddle the 
problem by dropping new v.hf. 
competition into areas that are 
presently all-u.h.f., without even 
waiting to get the results of its 
own u.h.f. study. Their indignation 
registers strongly with Senate 
members. At least 18 months ago 
the Senate interstate commerce 
committee recommended that FCC 
consider “de-intermizxture.” Now 
Sen. Warren Magnuson (D., 
Wash.), the committee chairman, 
has issued a statement denouncing 
the commission for what he calls 
its failure to come to grips with 
the u.h.f. problem sooner. 


Bait Warning: Most significant 
fact about the Federal Trade Com- 
mission’s public warning on bait 
advertising is that it was issued at 
all. Ordinarily the commission 
doesn’t communicate with the pub- 
lic except through decisions or 
speeches. 

But chasing bait advertising is 
like swatting flies around a gar- 
bage shed. It is such a discouraging 
job that the commissioners decided 
to try some consumer education, 
which, they felt, might help make 
bait advertising less profitable. 
So they put aside their judicial 
robes for a moment and let their 
information office issue a popular- 
ized account of the drive against 
bait advertisers, together with some 
advice on how to spot them. 

There’s no hard and fast line, 
FTC said, but beware of ads of- 
fering a product at a startlingly 
lower price than that charged for 
the same kind of product at other 
stores. And beware of the salesman 
who is reluctant to sell or who dis- 
parages the advertised item. 


FTC said special sales events—_ tax after its ways and means com- 


such as Washington’s birthday 
sales, when spectacular buys are 
customarily offered—are excep- 
tions, “inasmuch as the public is 
fully aware of their purpose, and 
the element of deception is hap- 
pily absent.” 


Group Antenna Setback: Pro- 
moters of community tv antenna 
systems continue to have their dif- 
ficulties with the taxing author- 
ities. Last year Internal Revenue 
Service said no when they tried to 
qualify for tax exemption, as “civ- 
ic leagues.” Now they have renew- 
ed their attempt, classifying them- 
selves as “clubs.” Once again the 
result is failure because, IRS 
argues, “The services do not afford 
an opportunity for personal con- 
tacts and fellowships.” 


Antenna systems also have had 


hard going on a second tax prob-| 


| to provide program service. 
Government lawyers said for tax 


| 


| 


95 


bring total investment in the in- 
stallation to $1,500,000. The ex- 


lem, the 8% federal excise tax on purposes, at least, an employer-| pansion will make necessary an 
installation and use of communica- | employe relationship exists be-| additional investment of more than 
tions equipment. The House passed cause the station determines the | $2,000,000 in raw materials, ac- 


special legislation suspending this | 


was still studying the equities of 
the situation when the adjourn- 
ment bell rang last summer. 

7 . . 

Gilded Cage Wage Slaves: What- 
ever grandeur they may feel per- 
tains to their status in life, most 
of those high-powered radio and 
tv disc jockeys are merely em- 
ployes of the stations that carry 
their broadcasts, says the Internal 
Revenue Service. 

The ruling came down when a 
station insisted it was not obligated 
to make income tax and social 
security payments for a disc jockey 
who is under a five-year contract 


which do not meet certain stand- 
ards. 


Mogen David Buys New Plant; 
Plans to Add Two Wines 

Mogen David Wine Corp., Chi- 
cago, has purchased new plant fa- 
cilities from Chicago Steel Foundry 
Co., designed to increase its pro- 
duction capacity by more than 
300%. The company also disclosed 
it will start manufacture of two 
additional wines in 1956. 

The new facilities include a 
plant building 2,000 feet away from 
its present main plant and exten- 
sive new equipment, which will 


announcements secured by him) 


time and length of the programs,| cording to Henry Markus, presi- 
/and particularly because it retains dent of the company. 

mittee branded it a discrimination|the right of exclusive services 

against tv owners who live in val-|from the individual, the right to Lefton Names Phillips V. P. 

leys (since tv owners on hills do use his name for publicity purposes | 
not need elaborate antenna assist- and to reject advertisements and | 
ance). Senate finance committee | 


David N. Phillips, v.p. of public 
relations of Philadelphia Trans- 
portation Co., has joined Al Paul 
Lefton Co., Philadelphia, as a v.p., 
effective Jan. 1. Lefton handles 
advertising for the transportation 
company, and Mr. Phillips will 
continue to work with Philadel- 
phia Transportation on the ac- 
count. 


MBS Plans Christmas Show 

Allis-Chalmers Mfg. Co., Mil- 
waukee, will sponsor Lionel Bar- 
rymore’s rendition of “Scrooge” 
Dec. 24 over Mutual Broadcasting 
System. The 30-minute recording 
will be broadcast at 7:30 p.m., 
EST. Bert S. Gittins Advertising 
handles the account. 


Buy 


METROPOLITAN AREAS, 


and get lowa’s 


PLUS the Remainder of lowa! 


Towa has six Metropolitan Areas which, all combined, 
do 32.3% of the State’s Food Sales, as shown below. 


FOOD 


4.9% 
4.3% 
11.1% 
3.1% 
4.5% 
4.4% 
32.3 % 


67.7 % 
100.0 % 


Cedar Rapids .... . 
Tri-Cities . . 2 0 2 © 
Des Moines . . . « « ; 
Dubvque . «© « «© e « « 
a ee ee 
Waterloo. . . s . 

Total Metropolitan Areas 


Remainder of State 


Quite a number of radio stations can give you high 
Hoopers etc., in ONE Metropolitan Area. WHO gives 
you high coverage in virtually ALL the State’s Metro- 
politan Areas, plus practically all the REMAINDER 


of lowa, too! 


Buy COVERAGE-— 


PLUS FREE MERCHANDISING! 


When you buy $300 of gross time per week for 13 
weeks, you get WHO's complete merchandising 


package, free. Includes comprehensive merchandising 


service to the 400 top-volume food stores in lowa — 
both chains and independents. For full details, write 
for our Free Food Merchandising brochure. 


Me 


Affiliate 


FREE & PETERS, INC., National Representatives 


SALES PERCENTAGES 


S.A.M. DAYTIME 
STATION 
AUDIENCE AREA 


for lowa Plus! 


Des Moines . . . 50,000 Watts 
Col. 8B. J. Palmer, President 
P. A. Loyet, Resident Manager 
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Total Expenditure in Outdoor May 
Hit $283,000,000 by ‘65: Williams 


(Continued from Page 84) 
their advertising impact and by 
making them easier to buy and 
use. 

While modernization of bulletin 
structures benefits all users of the 
medium, OAAA points out, it is the 
national and sectional advertis- 
ers and their agencies who stand to 
gain most from standardization. 
With national availability of space 
of uniform size and proportion, 
clients will be able to build cam- 
paigns in one market or many mar- 
kets with a minimum of time and 
expense. 


@ William N. Miller Jr., v.p. of 
Greenville Poster Advertising Co., 
Greenville, S.C., received “The 
Chairman’s Award for Distin- 
guished Service to Outdoor Adver- 
tising in 1955.” He was given the 
award in recognition of the “shop 
posting” method he developed. 
With this method, posters are 
affixed to aluminum screen sec- 
tions in the operator’s shop. Then 
the sections are trucked to loca- 
tions and fastened to poster pan- 


els with holding pins. This con- 
trasts with the established system 
of posting whereby posters are af- 
fixed to panels with paste and 
brushes. 

Harley B. Markham, Pocatello, 
Ida., was elected chairman of the 
board of OAAA. Mr. Markham is 
president of Big 4 Advertising Co., 
Pocatello, and Midwest Outdoor 
Advertising Co., Casper, Wyo. With 
his two sons, he also is a partner 
in Tri-State Advertising Co. He 
succeeds Harry J. Fitzgerald, of 
Wisconsin Outdoor Displays, Mil- 
waukee. 

Other newly elected officers are 
Fred C. Beseler, president (see 
story on Page 50), who is president 
of B&B System Inc., Shreveport, 
La.; Odell S. Hathaway, v.p., own- 
er of The Midport Co., Middletown, 
N.Y.; and Willard D. Billingsley, 
treasurer, manager of the Baird 
Co., Little Rock, Ark. 

Reelected to official posts at as- 
sociation headquarters, Chicago, 
were Karl L. Ghaster Jr., general 
manager, and D. W. Vanderwater, 
secretary. 


Nielsen to Show 
‘Average as Well 
as ‘Total Viewers 


(Continued from Page 1) 
ings and (4) homes reached on 
that basis. 

This revision in the Nielsen re- 
port, which was approved by all 
three networks with varying de- 
grees of heartiness, was prompted 
by three factors: 


® The joint use of a single pro- 
gram by two or more sponsors. 


® Co-sponsorship of a telecast by 
several of a sponsor’s brands. 


® The wide variance in program 
lengths—ranging from 15 to 120 
minutes, in contrast to the former 
established pattern of 15- and 30- 
minute lengths. 


® Though there was advertiser and 
agency interest in bringing the 
average audience figures into equal 
position with the total audience 
rankings, the most vehement sup- 
port for the move came from CBS. 

Longer shows, such as the 90- 
minute specs, which are more pre- 
valent on NBC than on Columbia, 
will always look better in the total 
than in the average audience rat- 
ings. The huge ballyhoo for these 
supershows very often gets a big 
audience for a while, but these 
same shows usually have a high 
percentage of tune-outs. 

For this reason many research 
experts think that the comparison 
of a long show with a shorter show 
on a total audience basis gives an 
unfair advantage to the longer 
show. Hence CBS’ interest in see- 
ing that the average audience rat- 
ings get equal play. 


® The face-lifted Nielsen booklet, 
which would have had to be 
changed anyway because of the 
elimination of the DuMont net- 
work, also introduces “all-sponsor 
averages for programs with dif- 
ferent sponsors from day to day or 
on alternate weeks, in addition to 
ratings for each sponsor individ- 
ually.” This means that in the fu- 
ture there will be cross-the-board 
ratings for each segment of such 
shows as Arthur Godfrey’s day- 
time show. And half-hour pro- 
grams, even if presented by alter- 
nate sponsors, will appear only 
once in the program rankings. 

Mr. Godfrey will be listed only 


four times in the weekday program 
rankings—once for each quarter 
hour—rather than ten or more 
times as has previously been the 
case when he was treated as a sep- 
arate entry for each of his many 
daytime sponsors. His individual 
sponsors will, of course, still be 
able to get their individual pro- 
gram rating in the report. 

Oscar Katz, research director of 
CBS-TV, believes the average au- 
dience ratings are particularly 
helpful to co-sponsors, who can use 
them to gauge the coverage of their 
minute spots on their off-weeks, 
to participation sponsors buying 
on the magazine plan and to spon- 
sors who divide their shows among 
several brands and need to know 
the holding power of their tele- 
casts. 


® He pointed out that the Adver- 
tising Research Foundation’s re- 
port on radio and tv rating services 
“recommends the average instan- 
taneous audience size measurement 
as the standard, because this meas- 
urement automatically weights 
persons or households in the au- 
dience in proportion to the amount 
of their tuning. For this reason the 
average instantaneous audience 
measurement permits uniform 
comparisons of audience size meas- 
urements for programs of different 
duration. 

“A total audience measurement, 
while counting all households 
which were exposed over an ar- 
bitrary minimum of time, counts 
them all equally, regardless of how 
long they were exposed over that 
minimum,” the ARF report said. 
“For this reason a total audience 
size measurement will not permit 
comparison of audience size meas- 
urements for programs of different 
duration.” 

Donald Coyle, director of re- 
search for ABC, endorsed the re- 
vised report because it “supplies us 
with additional figures and tools 
that we can use.” He made partic- 
ular reference to the inclusion of 
homes reached on an average au- 
dience basis. 


® His only quibble was on the des- 
ignation of the six-minute audi- 
ence as total audience. He thinks 
the total audience includes every- 
body who watched any part of the 
program. 

Hugh M. Beville, director of re- 
search and planning for NBC, de- 
scribed himself as “sort of neutral” 
on the change, though he thinks 
that average audience and total 
audience ratings both can be use- 


ful in the hands of knowledgeable 


Advertising Age, December 12, 1955 


Ghaster 


CONVENTION SCENE—Newly elected officers of the 
Outdoor Advertising Assn. of America pose with 
staff officers at the recent convention in Chicago. 
They are: Harley B. Markham, Big 4 Advertising 
Co., Pocatello, Ida., board chairman; Odell S. Hath- 
away, the Midport Co., Middletown, N.Y., v.p.; Fred 


Hathaway 


Beseler 


secretary. 


Markham 


C. Beseler, B & B System, Shreveport, La., presi- 
dent; and Willard D. Billinglsey, manager of the 
Baird Co., Little Rock, Ark., treasurer. Reelected 
staff officers of the association are: Karl L. Ghaster, 
general manager, and D. W. Vanderwater, Chicago, 


Vanderwater 


Billingsley 


people. 


He personally considers the most 
important measurement to be the 
number of homes watching a pro- 
gram—with watching defined as 
spending six minutes or more with 


the show. He pointed out that this 
standard was evolved years ago, 
after P&G spent several thousand 
dollars on research to arrive at 
this amount of listening as the 
most likely to include the people 


National Nielsen Ratings of Top TV Shows 
Two Weeks Ending Nov. 12, 1955 
All figures copyright by A. C. Nielsen Co. 


Nielsen Total Audience’ 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Sy CNONOINRN SURIIIIIL, “GIIIDD © gins ss acdeadisscocccccansscacscntisnenscoccesscstencee 16,775 
2 Disneyland (American Motors, American Dairy, Derby Foods, ABC) 14,796 
3 1 Love Lucy (General Foods, Procter & Gamble, CBS) .................... 14,796 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..............ccccccceeuee 14,661 
5 Jack Benny Show (Lucky Strike, CBS) oo... cccccccceescessesseneenenesnnenne 13,688 
6 SU OU UND GI, QIU secccscoccepescrcsccctinestnisckaproventecsnsccasses 13,588 
7 You Bet Your Life (DeSoto-Plymouth, NBC) .............ccccccccesesseeeeeeeeeeee 12,715 
8 Perry Como Show (Multiple sponsorship, NBC) ........cccccscsseeseenees 12,615 
9 TO ember Cmmmras Teaeirhk, CUS) caiccciccnc cscs cccscccctcssscéctascesescsescosccs 12,212 
10 Martha Raye Show (Participating, NBC) ........cccccccccsceseeeseneeeeeeee 12,078 

PROGRAM POPULARITY? 
Homes 
Rank Program (%) 
1 Seen neenies: “CIID | 5... accuses senvnansnseevashvaducnssesoneccesce 52.4 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........ccccecssesereeenenes 46.1 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 45.8 
4 | Love Lucy (General Foods, Procter & Gamble, CBS) ............::ccccesee 45.5 
| Jack Benny Show (Lucky Strike, CBS) ..........ccccccsccscsesessssseeresserseresseeees 43.5 
6 SEE Te MEE NINN, “GUIIED ccnhtcurstebcsserseorcnesstecccsscssccccsccsovenscnscionesss 43.5 
7 Perry Como Show (Multiple sponsorship, NBC) ............:cssseesseeseeneees 39.9 
8 You Bet Your Life (DeSoto-Plymouth, CBS) ...........cccccccccscesseeeeessreneees 39.4 
9 i RII TINO SII 5, cndscsdcdescocccscsocccestocsivcencotsoveccsscoessens 38.4 
10 SR cl ciasahiccepcheliaantboccoesentonmniiddgubeteceestenccesense 37.8 

Nielsen Average Audience** 

TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 a i te I iv cascescscctabsessnivecetcsccocsonnisseaccvstndeninn 15,433 
2 1 Love Lucy (General Foods, Procter & Gamble, CBS) ...............00 14,057 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) 12,615 
4 Jack Benny Show (Lucky Strike, CBS) ...........ccccesccccssesccssseserseeeeeeeeeeens 12,481 
5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........ccccccceseeeeee 12,447 
6 You Bet Your Life (DeSoto-Plymouth, NBC) .........cccccccccsseereeeneeee 11,810 
7 GE Theater (General Electric, CBS) ............cccccccssccccsccssccssscrserscesenes 11,407 
8 George Gobel Show (Armour, Pet Milk, NBC) ...........c:ccccccceeeeeeeees 11,407 
9 ee Ge. DU Cree, CIGD a ncccsvcesnsedncrmentencssdapeensctosbeccbecosnssvens 11,239 
10 NT ae SRE” _” ca, ea nT Onn 10,669 

PROGRAM POPULARITY? 
Homes 
Rank Program (%) 
1 SD IIR I MD as, a Jo sohewocccenedeionvenceneniidhcetes 48.2 
2 1 Love Lucy (General Foods, Procter & Gamble, CBS) ...........c00 43.2 
3 Jack Benny Show (Lucky Strike, CBS) .........cccccscesseerseeeeeereeneenennrenennnes 39.7 
4 Ed Sullivan Show (Lincoln-Mercury, CBS) .........0ccscseeseees his indoacinae 39.1 
5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 39.0 
6 You Bet Your Life (DeSoto-Plymouth, NBC) ...........csseesssereeseneeees 36.6 
7 Shower of Stars (Chrysler, CBS) .......cccssssrssrsersenrsersrsenseesessecceseesenss 35.9 
8 GE Theater (General Glectric, CBS) ....0000..cseceossescecsssessssssesssosssessssssesesess 35.9 
+ George Gobel Show (Armour, Pet Milk, NBC) ...........:cccceeeee 34.9 
10 December Bride (General Foods, CBS) ....... v ton 33.8 


*Homes reached by all or any part of the program, except for homes viewing only 


one to five minutes. 


**Homes reached during the average minute of the program. 
TPercented ratings are based on tv homes within reach of station facilities used by 


each program. 


who heard at least one commercial 
on a 30-minute show. 

Mr. Beville leaves the impres- 
sion that he would like to see the 
“Top Tens” released on this basis 
—that is in terms of homes reached 
as projected from the rating for 
people who caught the show for six 
minutes or more. He sees the re- 
lease of four “Top Ten” tv lists 
by Nielsen as adding to the re- 
search confusion. 


® In keeping with the networks’ 
wishes, Nielsen no longer releases 
network radio’s top programs in 
terms of ratings, which are not 
what they used to be, but shows 
them in terms of homes reached, 
which are always a sizable figure. 


Earle Ludgin & Co. 
Is Named to Handle 


Heileman Brewery 


(Continued from Page 1) 
radio spots, he said. The account 
will bill about $1,250,000 in 1956, 
AA learned. 

This will be the first beer ac- 
count for the Ludgin agency. Earle 
Ludgin told AA that the agency 
has not yet prepared any ad plans 
for the brewer. 

The Heileman account has been 
serviced by Leo Burnett Co., Chi- 
cago, which will continue to han- 
dle the business until Feb. 1. 
Burnett picked up the Blue Ribbon 
end of the Pabst Brewing Co. ac- 
count two months ago from War- 
wick & Legler (AA, Oct. 10). 


Mitchell to Eureka Williams 
Sterling Mitchell, formerly gen- 
eral manager and plans board 
member of Clinton E. Frank Inc., 
Chicago agency, has been named 
advertising manager of Eureka 
Williams Co., Bloomington, III. 


SR peveies te ee gsgaecampren bd 


a. 


NANCY MEIER HOWLAND has been 
named a public relations account 
executive of M. Belmont Ver 
Standig Inc., Washington agency. 
Mrs. Howland, who has been with 
J. Walter Thompson Co., Young & 
Rubicam and Kenyon & Eckhardt, 
formerly was with the National 
Citizens Committee for Education- 
al Television. 
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Issues Cloudy as | Last Minute News Flashes | 


Pepsi, Biow Split 


(Continued from Page 1) 
got just one—and that after the 
end of the war. 


= In the postwar period, Pepsi felt 
the pinch immediately. The big 
bottle was a target for rising costs. 
“Twice as much for a nickel, too,” 
became “twice as much and better 
too.” The bottlers were restive. 
Pepsi gave them a bonus—a new 
soda water, called Evervess. Pepsi 
picked Young & Rubicam to handle 
it. 

The price squeeze got worse. 
Pepsi went to six cents; then it 
tried a test of five cents in Detroit; 
then it tried an eight-oz. bottle. 
Along the way, in 1948, it lopped 
off Newell-Emmett and picked up 
Biow Co. It was felt by some ob- 
servers that N-E lost the account 
because it had okayed a Mack 
project—a $203,725 contest in 
which contestants pried off bottle 
caps, dug out the corks to see the 
symbols printed underneath, and 
then wrote an essay on why Pepsi- 
Cola hit the spot. 

The magic was gone. Sales were 
$56,453,218 in 1947, but by 1949 
had dropped $10,000,000. In 1950, 
Alfred N. Steele came to the com- 
pany as president, fresh from 
Coca-Cola, and Walter Mack 
moved up to chairman of the 
board. In October of that year he 
left the company. 


® The road back under Alfred 
Steele was a tough one. New ex- 
ecutives came in. Then came a 
market-by-market push. In 1950 
sales fell another $5,000,000 and 
the net dropped $500,000 to $1,- 
618,744, or just about one-quar- 
ter of the halcyon earnings of 1947. 

But that was to be the low point. 
The next year the sales jumped 
$6,000,000 and the net moved up 
$1,000,000. The 1952 figures showed 
an almost equal gain. In 1953, 
Steele could brag about sales of 
$66,106,866 and a net of $5,476,882. 
Pepsi was showing much more 
bounce to the management ounce. 

Last year Pepsi had sales almost 
$20,000,000 higher than the golden 
year of °47, and it had a net of 
$6,212,690, still a solid $500,000 
off the ’47 pace. But it had per- 
formed a phenomenal comeback, 
and up until this week Steele and 
Pepsi were inclined to credit no 
small part of it to Biow Co. and 
John Toigo. 

In mid-1951, John Toigo, Ed 
Sherry and Lou Berger, all from 
D’Arcy, arrived at Biow. Shortly 
thereafter the economy theme and 
the “more bounce to the ounce” 
drive disappeared, and the fashion 
copy began. 


= By this summer, when Coke 
had to shift into the bigger bottle, 
Pepsi was able to gibe joyously 
that “It’s fun to be followed.” 

Evervess turned out to be some- 
thing less than sensational in the 
carbonated water market. It came 
into the Biow agency along with 
Pepsi-Cola in 1948, but Biow 
sources say no space advertising 
has been placed for it since that 
time. Some bottlers still handle 
it, but the advertising has been 
limited to point of sale promotion. 

In late 1952, Pepsi made a deal 
with Schweppes Ltd., under which 
Pepsi would market Schweppes 
quinine tonic and soda water in 
the U. S., while Schweppes would 
undertake to supplement Pepsi- 
Cola’s distribution and sales 
abroad. 

This deal, taken merrily to the 
trade’s heart as “Schweppesi- 
Cola,” went through. The bearded 
Cmdr. Whitehead turned up in 
David Ogilvy’s advertising, and 


the soda and quinine water sold 
briskly. 


Jones Is New Head of MacManus, John & Adams _— 
BLOOMFIELD Hits, Micu., Dec. 9—Ernest A. Jones, 40, exec. v.p. of | 


MacManus, John & Adams, today was elected president of the agency, | © 
succeeding James R. Adams, who becomes chairman of the board. W. | 


A. P. John, formerly board chairman, retired Nov. 1 (AA, Nov. 7). 
Chatham Switches to Compton Advertising 


New York, Dec. 9—Chatham Mfg. Co., Elkin, N. C., manufacturer ‘ 


of blankets and wool apparel fabrics, is moving its account from M. H. 
Hackett Co. to Compton Advertising. 


Quaker Oats to Sponsor Roses Tournament on ABC 


Cuicaco, Dec. 9—The telecast of the Tournament of Roses parade 
Jan. 2 in Pasadena, Cal., over the American Broadcasting Co. network 
will be sponsored by the Quaker Oats Co. About 85 stations will carry 
the two-hour event. 


Daniel & Charles, Peck Will Share Manhattan Shirt 


New Yor«k, Dec. 9—Manhattan Shirt Co. has split its $800,000 ac- 
count, handing the men’s wear division to Peck Advertising Agency 
and the women’s to Daniel & Charles. Kenyon & Eckhardt resigned 
the account in October. 


ABC to Test Revised Auditing Procedures 


Cuicaco, Dec. 9—Experimental audits based on a radical revision of 
existing practices have been authorized by the board of directors of 
Audit Bureau of Circulations. The new procedures are presently 
adaptable only to mechanical circulation fulfillment systems and will 
be tried out during 1956 with Time Inc. and American Home. If they 
work, they will eliminate the need for retention of subscription orders 
during the life of the subscription and could result in substantial in- 
ternal savings for publishers. 


Buckley Leaves Hearst to Head Treasury Unit 


New York, Dec. 9—John R. Buckley has resigned as v.p. and gen- 
eral manager of Hearst Magazines and a director of the Hearst Corp. 
to become national director of the savings bond division of the U. S. 
Treasury, effective Jan. 16. 


Rapinwax Account Moves to BBDO 


MINNEAPOLIS, Dec. 9—Rapinwax Paper Co. has assigned its adver- 
tising account to Batten, Barton, Durstine & Osborn, Minneapolis, 
effective Jan. 1. The account was handled by Ruthrauff & Ryan. 


St. Regis Leaves Hickerson; Other Late News 


e St. Regis Paper Co. will move its account from J. M. Hickerson Inc. 
Dec. 31. Selection of a new agency will not be made until after the 
holidays, AA was told. 


e Walfred C. Johnson, v.p. of Needham, Louis & Brorby, Chicago, will 
join Henri, Hurst & McDonald, Chicago, within the next few weeks 
as v.p. of creative planning and a stockholder. This is the first in a 
number of executive appointments to be announced in the near future 
as part of an expansion program at Henri, Hurst, resulting from the 
agency’s change in management last month (AA, Nov. 28). 


e August Heckscher, chief editorial writer of the New York Herald 
Tribune, will succeed J. Frederic Dewhurst as director of the Twenti- 
eth Century Fund on Jan. 1. Dr. Dewhurst, who has been associated 
with the fund for more than 20 years and director since 1953, has 
asked to be relieved to undertake a large-scale study of European eco- 
nomic resources. He will continue as economic advisor of the fund. 


e Dad’s Root Beer Co., Chicago, has appointed the Martin Co., Chi- 
cago, to handle its advertising. The account formerly was with Erwin, 
Wasey & Co. (AA, Nov. 14). A campaign in 72 key markets is being 
planned around a new ad theme and slogan, with emphasis on 24- 
sheet posters, supported by newspapers, radio, tv, car cards and trade 
publications. 


e George A. Cooper, formerly advertisement controller of Hulton 
Press, London, England, will join A.B.C. Television Co. on Dec. 19. 
The company runs weekend tv transmissions covering the Midlands, 
northern and northeastern parts of England. 


e Among six experts named today by the Federal Communications 
Commission to its special network study staff is Harry J. Nichols, re- 
tired senior v.p. of Mumm, Mullay & Nichols, Columbus. With the 
agency since 1924, Mr. Nichols will be staff consultant on advertising 
and marketing in the FCC setup. 


e Radio-Electronics-Television Manufacturers Assn., Washington, D.C., 
estimates that 1956 U.S. sales of television sets will total 7,300,000— 
down 400,000 from ’55. The organization also estimates that color set 
sales will be about 250,000. 


As to ratings, he decried the 
“give people what they want” 
maxim and denied that such 
“quality” programming as _ the 
spectaculars needs to match the 


Weaver, Lashing the 
Low-Brows, Defends 


LIMITED TIME 


‘Quality’ TV Shows 


Cutcaco, Dec. 9—Sylvester J. 
Weaver launched himself as chair- 
man of NBC with a rousing de- 
fense of his network’s television 
program concepts. 

Addressing an NBC-TV affili- 
ates meeting here, Mr. Weaver an- 
swered back to unspecified “people 
of the jungle” who, he said, want 
all viewers to be given the same 
(low-grade) fare. Commenting 
that “tv is too great an institution 
to be degraded into a home juke 
box to keep the kids quiet,” he 
promised that NBC shows will 
continue to “upgrade standards 


and elevate tastes.” 


“conventional” programs in audi- 
ence numbers. He urged that the 
affiliates work harder to promote 
such programming, whose loss, he 
said, would hurt the whole tv me- 
dium. 


® In his maiden speech as NBC 
president, Robert Sarnoff urged 
the affiliates to convert rapidly to 
all-color programing. Color, he 
said, will especially help bring re- 
tail advertising into the tv fold, 
and he said the network will make 
a first move in that direction next 
month with a presentation to the 
National Retail Dry Goods Assn. 
convention in New York. 


Did yousknew thet 
you can new own o brand-new 


1956 CHEVROLET 


6-passenger seden tor only... 


WOW...FOR A 
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A 
At ANY chevrolet Dealer 


PRICE CONSCIOUS—Chicago Chev- 
rolet dealers ran this page b&w ad 
last week in the four Chicago 
dailies. The $1,588 does not include 
state and local taxes. Price was 
stressed to meet competition from 
other car dealers, the group said. 
Campbell-Ewald Co. is the agency. 


Newspaper Rates 
Prepare to Follow 
Paper Prices—Up 


New York, Dec. 8—Newsprint 
continues to make news and to 
worry publishers. 

Most newspaper men concede 
that higher advertising rates are 
inevitable in the face of higher 
newsprint prices, delivery cutbacks 
by mills and low newsprint ware- 
house inventories. 

In what may have been a first 
response to this situation, the De- 
troit Free Press—currently shut 
down by a strike—said this week 
it will raise its general advertising 
rate by 5¢ a line, effective Feb. 1. 
The Free Press said the increase 
was due to higher production costs 
and had nothing to do with the 
stereotypers’ strike now assailing 
it. 


® Meanwhile, there were these 
other developments in the news- 
print market: 


On prices: Another mill, Con- 
solidated Paper Corp., increased its 
price $4 a ton effective Jan. 1. In 
addition, a major pulp producer, 
Puget Sound Pulp & Paper Co., 
has increased newsprint pulp $5 
a ton, also effective Jan. 1. 


On delivery cutbacks: In addi- 
tion to Canadian International Pa- 
per Co., which a week ago an- 
nounced a 7%% cutback on de- 
liveries of newsprint to its U.S. 
customers, Powell River Co. this 
week announced a 12%% “delay” 
on deliveries for the first six 
months of ’56. Great Northern Pa- 
per Co. and Bowater Paper Co. 
are planning cutbacks of 10% in 
selected markets. Coosa River 
Newsprint Co. has notified cus- 
tomers that installation of new 
equipment will necessitate a par- 
tial production shutdown between 
January and May which will delay 
shipments. 

On gray market operation: Small 
lot buyers are paying jobbers and 
brokers $180 to $195 a ton for 
newsprint. A Madison, Wis., news- 
paper reported paying $195 a ton 
for 300 tons a week ago to main- 
tain pre-Christmas advertising 
schedules. 

Small lots of Austrian news- 
print are being offered here at $180 
to $185 a ton, but trucking charges 
make the delivery price close to 
$195. 


‘AA’ Advances Harry Hoole 
Harry J. Hoole, for eight years 
a member of the New York sales 
staff of ApverTisinc AcE, has been 
promoted to eastern advertising 
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Court Says Post 
Office Can't Delay 
‘Playboy’ Mailing 


WasHINGTON, Dec. 8—For the 
second time in recent weeks, Judge 
Luther W. Youngdahl has inter- 
vened to prevent the Post Office 
Department from holding up de- 
livery of a nationally known mag- 
azine that it considers unmailable. 

In a direct challenge to proce- 
dures which have been used for 
decades, the judge ordered the de- 
partment to give temporary sec- 
ond-class status to Playboy. While 
he agreed that the department 
would hold a hearing to determine 
whether Playboy is mailable, he 
said delivery cannot be delayed 
unless the department gets an in- 
junction from his court. 


® A few weeks ago, Judge Young- 
dahl issued a similar order setting 
aside a “withhold from dispatch” 
instruction which the department 
had issued against Confidential. 
After Confidential submitted cop- 
ies of its January issue for review 
by the department’s lawyers, the 
Postmaster General subsequently 
agreed the publication is mailable. 

The Playboy case arose when 
the department said cartoons and 
features in three recent issues 
were “unmailable.” The magazine 
promptly appealed to Judge 
Youngdahl, contending that its 
rights were denied without a hear- 
ing, and that there was no genuine 
basis for finding it unmailable. 

While the judge ordered the 
Post Office to give Playboy a 
temporary permit, he instructed 
the magazine to provide the de- 
partment with copies of its next 
issues as soon as they are printed. 
Under this procedure the depart- 
ment is supposed to be in a posi- 
tion to go into court for an injunc- 
tion in the event it considers the 
issue unmailable. 


Chilton Opens New 
Publishing Plant 
in Philadelphia 


PHILADELPHIA, Dec. 9—Chilton 
Co. this week formally opened its 
new 44,800 sq. ft. office addition at 
56th and Chestnut Sts. 

The new section houses the pub- 
lishers, editors, advertising, re- 
search and sales promotion depart- 
ments of Iron Age, Hardware Age, 
Department Store Economist, Boot 
& Shoe Recorder, Optical Journal 
and Jewelers’ Circular-Keystone, 
all formerly published in New 
York. 

The new addition also includes 
the executive offices, the Spectator, 
the new Chilton book division and 
the purchasing and accounting de- 
partments. 

The remaining Chilton publica- 
tions, including Motor Age, Com- 
mercial Car Journal, Hardware 
World, Automotive Industries and 
Distribution Age, as well as the di- 
rect mail and printing divisions, 
were already housed in the orig- 
inal building, which has been re- 
furbished, air conditioned and gen- 
erally modernized. 


Newspaper Strike 
Sparks Boom for 
Detroit Radio-TV 


(Continued from Page 1) 


the Detroit News kept its editorial 
force on the payroll. The News- 
paper Guild has chapters in the 
Free Press and Times, but not the 
News. 

The stereotypers struck over 
what was described by manage- 
ment as unrealistic demands con- 
cerning premium pay for handling 
any plates not for the current day’s 
publication and for handling color 
plates. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ADVERTISING AND SALES PROMOTION 


Want top notch young man with creative 
mind for position in our Advertising and 
Sales Promotion Department. Should have 
loose lay-out skills and basic knowledge 
for reproduction supervision. Imagination, 
positive thinking and inquiring mind re- 
quired. College graduate with appropriate 
degree and some experience preferred. 
Excellent opportunity to learn business 
from ground up with one of nation’s lead- 
ing advertisers. Write: Personnel Depart- 
ment, Pillsbury Mills, Inc., Feed and Soy 
Division, Clinton, Iowa. 


|}copy and layout skill, 


| surance, 


BARNARD’S ALERT EMP. SYSTEM 


NATIONWIDE 
BE SURE AT BARNAR'DS 
Adg. Art Publ'g Research 
WA 2-2306 202 S. State Chicago 


RETAIL AD-WRITER 

...for drug chain’s omnibus ads, where 
talk isn’t cheap and every word counts. 
Good “feel” of type an asset. Right salary, 
opportunity, security. Chicago, NW. Tell 
experience, salary. 

Box 7951, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


SALARY 5 figures. Salesman with cus- 
tomers or with contacts. We have the 
largest quality photo-engraving and offset 
plate making plant in Chicago. Please 
phone Mr. Sutte, DE 7-1277 or write for 
appointment. Jahn & Ollier Engraving 
Co., 817 W. Washington Blvd. 


SALES OPPORTUNITY 
We are looking for a man under 35 who 
can immediately, or after a short training 
period, sell and service local and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 
pany in the direct mail advertising field. 
The right man is assured an excellent fu- 
ture. Send full resume in confidence with 
first letter. 
Box 7940, AVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


MOLENE PERSONNEL 
SPECIALIST IN GOOD JUDGMENT 
ANdover 3-4224 
BANKERS BLDG. CHICAGO 3, ILL. 


ADVERTISING MGR. 


Modern Retail Quality Apparel 
Store, Located Thriving South- 
ern City. 


TOP SALARY POSITION 


For Capable Man, With Initia- 
tive & Creative Ideas. 


Submit Samples Of Work Ré- 
sumé - Education - Record Of 
Employment-Salary. — a 
WRITE BOX 619, ADVERTISING AGE 
200 E. Ilinois St. Chicago 11, Hil. 


ADVERTISING MANAGER—for retail 
food chain. Man or woman with food 
merchandising background, newspaper 
creative talent. 
$7500 yearly in salary and bonus, plus in- 
hospitalization and retirement 
benefits. Write Bonham’s Foods, Inc., 3002 
S. Alameda, Corpus Christi, Texas. 


Advertising Agency 

ARTIST WANTED 
Layouts, lettering, line spots, pasteups, 
folders. Experienced man only. Must have 
knowledge of mechanicals. Agency pleas- 
antly situated in up state New York. Sal- 
ary open. Future limited only by your 
ability to create good art. Send a few 
good samples which will be returned in 
good shape. 


Box 7958, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


WANT TO COME WEST? 
The second largest medium-priced Gen- 
eral Motors’ automobile dealer in Califor- 
nia (located in San Francisco) is looking 
for an experienced sales promotion and 
advertising manager. He must have a 
minimum of two years’ experience in a 
similar or allied position. He will be 
responsible for advertising and sales pro- 
motion for the firm. The man we're seek- 
ing must be alert, enthusiastic, and a 
“real idea man."’ Send a complete resume 
including samples of work and a recent 
photograph. Please state salary desired. 
P. S. A new car will be furnished. 


Box 7952, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANT AMBITIOUS 
GENERAL WRITER 


FORTNIGHT Magazine, with 
100,000 West Coast paid circula- 
tion and headquarters in Los 
Angeles and San Francisco, 
needs general writer who must 
be experienced, entirely de- 
pendable, politically conserva- 
tive, reasonably mobile, and 
preferably. educated in the lib- 
eral arts. $7,500-$9,000 to start. 
Opportunity unlimited. Address: 
O. D. Keep, FORTNIGHT, 545 
Fifth Avenue, New York City. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


Executive 


Placement 
Counselors 


HELP WANTED 
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POSITIONS WANTED 


BUSINESS OPPORTUNITIES 


ADVERTISING MANAGER | 
Newspaper in Southwestern city, 100,000 
population bracket, seeking experienced, 
aggressive advertising salesman-executive. 

an we employ is under 50, is presently 
employed in a smaller operation or as as- 
sistant on a larger newspaper, knows, and 
has ability to prepare forceful copy and 
make attractive layouts in emergencies. 
Of major importance is inherent quality 
of getting on well with public, advertis- 
ers, and fellow employees. All replies in 
confidence. Answer, giving complete de- 
tails, with snapshot if available. 
Box 7953, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 17-1991 Chicago 


NEWSPAPER AD SALESMAN 
Would you like to live in delightful Santa 
Barbara? Can you sell space against com- 
petition? Are you looking for a career, 
rather than a job? 5-year old Santa Bar- 
bara weekly (daily competition) now es- 
tablishing new plant and going twice-a- 
week as first move in 4-year rogram to 
go daily needs self-starting salesman to 
share its future. It’s tough, do-it-yourself 
work with real rewards for performance. 
If you have what it takes and are tired 
of minimum wages which are also maxi- 
mums, write fully. Give experience, qual- 
ifications and starting salary requirements. 
Santa Barbara Star, Santa Barbara, Calif. 


DO YOU HAVE 
THIS RESEARCH 
EXPERIENCE? 


Medium sized, growing agen- 
cy located in the midwest (not 
Chicago) needs a man with 
sufficient experience and 
background to direct research 
in marketing, product-plan- 
ning, copy - testing, media 
evaluation. Not a Ph.D., but a 
practical man who knows how 
to organize and carry out re- 
search projects, using spe- 
cialized services where indi- 


cated. 


This is a fine opportunity with 
a well - established agency 
handling a list of substantial 
accounts. 


Give us a resume of your ed- 
ucation and experience—send 
snapshot if possible. Replies 
confidential. Box 627, Adver- 
tising Age, 200 E. Illinois St., 
Chicago, II. 


This SAMPLE KIT Will Show You 


How Leading Firms 


“Brand Baud 


Their Consumer Products 


he 


@ Greater Counter and Shelf 


Appeal—({Foods and Bev- 
erages, Apparel, Novel- 
ties, Toiletries, Toys, Etc.) 


@ Special Sales Events. 
@ Colorful Packaging Design 


Technical editor-writer, experience on 
chemical and packaging trade publications, 
seeks position in PR or editorial. Expedit- 
ing experience in metalworking and air- 
craft industries. At home with shopman 
or corporation president. NSC award win- 
ner for editorial contribution to industrial 
safety "55. Have written for house organ 
and business newsletter. Layout, camera 
experience. Member TAPPI and TWIS. 
Amateur artist; have cartoons published; 
know printing processes. Single, 27, own 
car, will relocate. Trade, general publica- 
tion, house organ, or what have you. Sal- 
ary; $6,500 up. 

Box 7955, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


NEW YORK SPACE SALESMAN for lead- 
ing trade publisher. 

Box 7954, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Want real New York City representation 
by top notch creative salesman, widely 
known for extraordinary merchandising 
& promotional know-how? Top ad busi- 
ness contacts. 

Box 7946, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 


SPACE SALES REPS WANTED 

for new Fishing Monthly published by 
recognized mass circulation experts. 50,- 
000 by mail in first edition, now in third 
and growing fast. Newsstand sales planned 
soon, will raise rates by May. Attractive 
commission sales openings available in all 
key cities. Prefer representatives now 
handling non-competitive publications. 
Wire or write J. M., Allsport Publishing 
Corp., The Americas Building, Rockefeller 
Center 20, N.Y. 


REPRESENTATIVES AVAILABLE 


DYNAMIC COMBINATION of - energy, 
know-how and experience offered to pub- 
lisher who can check record for proven 
results by representatives covering pro- 
ductive eastern territory. Publishers dis- 
satisfied with current coverage can count 
on increased sales from this active com- 
pany with offices in New York and Bos- 
ton. Box 7950, ADVERTISING AGE. 


PRODUCT MANAGER 


A major division of national food com- 
pany seeks well-rounded marketing 
executive; previous experience includ- 
ing line sales, advertising, and re- 
sponsibility for planning, direction 
and control of marketing objectives 
for a consumer product—preferably 
food. Eastern seaboard location. Only 
detailed résumés of training, experi- 
ence, and personal qualifications will 
be considered. Replies confidential to: 


Box 624, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


New York Ad agency wants livewire as- 
sociate. Incorporated, billing 100,000 plus. 
Active, diversified accounts steadily in- 
creasing their volume. Write in confi- 
dence. Box 7956, ADVERTISING AGE. 

480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


Varityped Sales Literature 

Can create, write and produce sales 
material, manuals, catalogues etc., or 
make copies for reproduction by you. 
Complicated tabular statistical forms are 
a specialty. Expert work. 

Box 7957, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


WRITERS WANTED 


Prominent merchandising publication in the 
Midwest has openings for two editorial 
writers. One is for general assignment re- 
porting, news writing, rewriting, etc. The 
other is somewhat more specialized to fea- 
ture writing. The job specifications call for 
people (men or women) who are on the 
way up; alert, eager, facile and dependa- 
ble reporters. The jobs are not top jobs and 
neither is the pay, but opportunity for 
“‘comers'' is extra good. If you are willing 
to supply full details, including approxi- 
mate salary requirements, write in complete 
confidence to Box 632, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


480 Lexington Ave., New York 17, N.Y. 


ADVERTISING AGENCY 


MIAMI 
Needs an experienced full-charge 
Bookkeeper. Must have at least 
three years Ad Agency experi- 
ence. 
Box 626, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


“Our 45th Year” 
GAL ADV. MGR. $12,000 


Hi-Fashion experience. Competent 
to write sophisticated copy for slick 
magazines and direct mail. N. Y. 
area. Replies confidential. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


OPPORTUNITY IN ARIZONA 
Shirt Sleeve 
Advertising-Public Relations 
Man or Woman 


Well-established 4A agency in Phoenix 
has an immediate advertising-public rela- 
tions opening for an experienced, go- 
gettin’, shirt sleeve writer-contact man or 
woman loaded with ideas and proved 
follow-through ability. Must be a self- 
starter who can give and take direction. 


Here’s an excellent opportunity for a 
person capable of handling a substantial 
work load to establish a permanent home 
and build a career in one of America’s 
fastest-growing cities where a warm, dry, 
sunny climate offers ideal year-round liv- 
ing conditions for the entire family. 


Send FULL information and recent snap- 
shot in first letter. Box 631, Advertising 
Age, 200 E. Illinois St., Chicago 11, Illinois. 


Wanted! 
Experienced 
Advertising Man 
Who Desires 
Bigger Opportunity 
Larger Responsibilities 
More Earnings 
Must be highly creative, yet well 
balanced with management ability 
and thorough advertising experience, 
qualified to handle national accounts 
with top management. Send picture, 

rsonnel data and samples. N. A. 


inter Advertising ency, Des 
Moines, Iowa. As 


YOUR P.R. REP 
IN FLORIDA 
Veteran Florida newshen turned 
p.r. available for Gold Coast assign- 
ments. P.R. counsel, product, pro- 
gram publicity and fashion experi- 


ence. 
Paula Clark Associates 
824 S. Miami Ave. Miami 32, Fla. 


ASSISTANT ADV. MGR. 
Young man to do direct mail pro- 
motion for large trade weekly and 
assist in production. Must know how 
to make layouts and write good sales 


letters. 
FLORISTS’ REVIEW 
343 So. Dearborn St. Chicago 4, III. 
WAbash 2-8194 
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for top advertising photographers only 


You are now working as the number one Photographer in a 
recognized studio or endeavoring to make a go of it on your 
own. You want to make a change. You want to work, grow, 
and establish yourself with a hard-driving, creative organiza- 
tion in Chicago. You want to work on the type of accounts 
that only a smooth-functioning, aggressive sales staff can 
bring in. You have the desire and ability to explore new tech- 
niques, new approaches. You are cooperative, responsible. 
You are pleasant, meet people easily and well. Your experi- 
ence is broad. Your work with models, still life, and interiors 
is outstanding, whether done in the studio or on location. 
This could be the opportunity you have been hoping for. 
Send complete resume and salary requirements All replies 
condential of course. Write: 


Box 630 ADVERTISING AGE 
200 E. Illinois Street Chicago 11, Illinois 
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TV Networks 


Income Doubled 
in 54, FCC Says 


(Continued from Page 2) 
first time in history. Tv’s total 
revenue was $593,000,000; radio’s 
was $449,000,600. 


® From the advertiser standpoint, |" 


radio and tv involved a total ex- 
penditure of $1.4 billion, FCC 
said. In addition to $1,042,000,000 
for time and talent fees to the net- 
works and stations, FCC estimated 
that advertisers paid about $133,- 
000,000 in commissions to agencies 
and station representatives and 
$193,000,000 to program produc- 
tion organizations. 

The four networks and their 16 
owned stations accounted for 
$306,700,000—52% of tv’s total 
revenue; while 394 other stations 
shared the remaining $286,000,000. 
In radio the networks and their 
21 stations accounted for $89,000,- 
000—20% of total revenue; while 
2,577 other stations shared the re- 


ADVERTISING 


LAYOUT 
ARTIST 


We are offering an extraordinary 
opportunity for a young artist (age 
23 to 35) who can create imaginative 
and original layouts for a fast-grow- 
ing medium-sized advertising agen- 
cy. He should have an uncommon 
talent for “seeing thru” a client’s 
problem quickly and providing a 
creative, intelligent layout solution 
for it. Excellent employee benefits, 
including bonus and profit sharing 
plan. Write, giving rsonal data, 
experience, and earning record. 


Write Box 628, ADVERTISING AGE 


200 E. Illinois St. Chicago 11, Ill. 


TECHNICAL ILLUSTRATING 
ISOMETRICS-PERSPECTIVES 
RETOUCHING-PHOTOGRAPHY 
SANTONE 
ADVERTISING SERVICE 
1346 Hillside Ave. Schenectady, N.Y 


ACCOUNT EXECUTIVE 
$20,000 


Solid experience in foods or related packaged 

woods necessary. Must possess strong, all- 

ency background in contact phases 

and creative aspects. For this and other com- 

parable availabilities, contact in confidence. 
GEORGE E. PYLKA 


8 
Executive pavertteing Consultant 
WABASH EMPLOYMENT A 


202 S. State St., Chicago 4, WAbash 2-5020 


WE’LL PAY PREMIUM 
FOR +1 ART DIRECTOR 


If you're the person, we'll pay more than 
you’re now getting—plus oppty. to be- 
come part of management team in fast- 
growing med. size Chgo. food agency. You 
must be now employed as art director or 
asst. in agency heavy in consumer goods, 
preferably foods. With at least 10 years 
exp., you’re an old hand at creating out- 
standing newspaper or mag. color and 
B & W ad campaigns. You like to dabble 
in copy—above all you love to create and 
CAN, Your present job is OK if “a | you 
had more oppty. Our people know of this 
ad. So write fully in confidence pertinent 
facts, background, present salary, etc. 


Box 629, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


CREATIVE ART DIRECTOR 


Need a young experienced artist who can 
create, plan and buy art. Who would like 
to work in the Southwest in a substantial 
4A agency. Should be well grounded in 
mechanical production. Good starting sal- 
ary and opportunity to advance. Send com- 
plete résumé of experience, in confidence, 
photo if possible 


le. 
Box 622, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


iE 


of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


JOHN J. DUCAS, formerly v.p. and a 
member of the management com- 
mittee of Hill & Knowlton, has 
joined Gaynor, Coleman, Prentiss 
& Varley, New York, as exec. v.p. 
He also has been a consultant on 
manpower problems to the De- 
partment of Defense and the U. S. 
Air Force. 


maining $361,000,000. 

Tv revenue for ’54 represented 
a 37% gain over 53, while radio 
dropped 5%. The year 1954 marked 
the first year in the past 16 in 
which radio failed to establish a 
new high in total revenue, FCC 
noted. 


® Tv’s profits, totaling $90,000,- 
000, represented a 32.8% gain over 
53. Radio profits of $42,000,000 
were down 24%. 

The $593,000,000 of tv revenue 
included $141,000,000 from sale of 
talent, program material and pro- 
duction costs. While these factors 
provided 24% of tv’s revenue, 
radio depended on sale of time for 
all but 10% of its revenue. 

Tv’s receipts included $241,000,- 
000 from sale of network time 
(45%), $177,000,000 from sale of 
time to national spot advertisers 
(33%) and $120,000,000 from sales 
to local advertisers (22%). In 
radio, network time sales to na- 
tional advertisers yielded $84,000,- 
000 (19%), national spot $120,- 
000,000 (27%) and local advertis- 
ing $247,000,000 (55%). 

The 302 post-freeze tv stations 
showed a net loss of $13,800,000, 
including a $3,800,000 loss by 177 
post-freeze v.h.f. stations and $10,- 
000,000 by 125 u.h.f. stations. The 
92 non-network-owned pre-freeze 
stations averaged $734,000 profit 
each. 


® FCC noted increases in the per- 
centage of radio stations losing 
money. A total of 780 stations 
(31%) lost money in 1954, com- 
pared with 23% in 1953 and 20% 
in 1952. The percentage of losers 
among prewar stations also in- 
creased from 18% in 1953 to 27% 
in 1954. 


Philadelphia Chain 
Adopts Stamp Plan 


to Buck Giveaways 


PHILADELPHIA, Dec. 7—Trading 
stamps have made a sudden entry 
into this market’s food field, with 
Penn Fruit Co., supermarket chain 
with 38 stores, launching a “Top 
Value” stamp plan. 

A total of $1,000,000 worth of 
the stamps, put out by Top Value 
Enterprises, Dayton, O., stamp 
company, will be distributed to 
Penn Fruit Stores. The stamps, 
given to customers at the rate of 
one stamp per 10¢ purchase, will 
be redeemable for over 1,000 
name-brand gifts. 

This marks the first time a trad- 
ing stamp plan has been handled 
by a major food outlet in this mar- 
ket in almost 30 years. It follows 
in the wake of several intensively 
promoted giveaway programs han- 
dled by other food chains. 


® To date, wary grocers and su- 


permarket operators with long 


tes 


|memories of stamp wars of anjorder of the day,” Mr. Cooke| developments. Food sources pre- 


other markets, have shied clear of 
stamp plans. 

In announcing Penn Fruit Co.’s 
stamp plan, Samuel Cooke, presi- 
dent, said the company’s decision 


« to embark on such a plan was 


based on a study of premium plans 
in this area and elsewhere. “We 
have concluded there is no differ- 
ence in principle between give- 
away premium plans and trading 
stamp plans,” he said. 

“Furthermore, the sequence of 
competitive promotions in other 
parts of the country proves that 
types of promotions now operating 
in the Philadelphia area lead to 
trading stamp plans. 

“If giveaway promotions are the 


earlier decade and an eye on what) 
has happened more recently in| 


added, “then it is clear to us that 


the most efficient plan for the) 


merchant and the most attractive 
plan for the consumer is the stamp 
plan.” 


= American Stores Co. has fol- 
lowed suit with the S&H stamp 
plan, announced today in a two- 
page ad in local dailies. The plan 
is confined initially to the Phila- 
delphia area, but it may be ex- 
tended into other Acme trading 
areas. The stamps are put out by 
Sperry & Hutchinson, Jersey City, 
N. J. 

A Food Fair Stores ad an- 
nounced it will have a stamp plan 
soon, and Best Make said it is con- 
sidering one. 

A&P is regarded as key to future 


dict A&P won’t sit by, but will cut 
prices to the bone rather than 
launch a stamp plan. 


complete mailings, multi- 
raphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 
CALL WaAbash 2-8655. 


a Leller Shipp 1 


431 S. Dearborn Street, Chicago 5, ui.) 


— products and 


advertising campaigns is becoming 
more important all the time 
to advertisers and agencies. 


THE MOUNTAIN WEST MARKET, served 
by KSL-TV, is a perfect test area. It is isolated 
from outside influences and advertising. 
Distribution is governed from the market 
center, Salt Lake City. Retail sales total over 
a billion dollars annually. 


FOR MORE INFORMATION on this boom- 
ing market and its importance as either a 
test area or as a valuable part in any national: 
or regional campaign, contact CBS-TV 


SPOT SALES, or call KS LTV 


Salt Lake City 


*Sales Management “Survey of Buying Power,” 1955 
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Chicago Tribune daily net paid circulation during the six-month 
period ended September 30, 1955 


increase over a year ago and a greater gain than that of 
any other Chicago newspaper 
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more circulation than any other Chicago daily newspaper 
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